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In the Hardware Store 


Concentrating on Few Lines Means Success for the Dealer— 
Novel Means of Advertising and Examples— 


HEN the great majority of a trade is profitably 
Wi handing a certain product those merchants who 

fail to avail themselves of such certain added 
income are either entitled to sympathy because of the 
obstacles which prevent their participation or to con- 
demnation and pity for the failure to accept opportu- 
nities so exceedingly apparent. 

Paint is one of the commonest commodities sold by 
hardware merchants. It is a stock that can be turned 
more frequently than most lines and the margin of 
profit is and always has been adequate to pay the cost 
of doing business, plus added amounts commonly char- 
acterized as velvet. 

To advise a hardware dealer to put in paint stocks 
would be about as silly as to seriously recommend the 


ownership of a wrench to the man who possesses aB 
automobile. 

It would be, however, a sensible thing to advise a car 
owner as to the kind and number of wrenches he should 
have in the tool box and it is equally sane to tell hard- 
ware merchants what paints to stock, what errors to 
avoid and how best to speed up their turnover in the 
paint department. 

If this story were to include all the good paint selling 
campaigns I have seen pulled in hardware stores it 
would be longer than the peace negotiations and then 
be continued in our next. 

First, I have never seen a successful paint depart- 
ment in a store where the buyer hung the handicap of 
five or six lines of paint on his sales force. 








‘“‘What we really need is not more 
colors, but more selling energy, 
more thought, more time and 
more shoe leather in the paint de- 


Analyze your depart- 


partment.” 


ment and see if this is not the case. 











The first rule for a profitable paint stock is to limit 
the lines. If a merchant is thoroughly sold on a prod- 
uct, he can probably find two and certainly no more 
than three manufacturers who can supply him with 
everything he wants to sell in the paint, varnish and 
brush line. A lot of hardware dealers have tried six 
or seven lines, and their losses are an everlasting ex- 
ample from which the rest of the trade is profiting 
to-day. 

Too many colors is the next common error that punc- 
tures profits. The most beautiful colored moving pic- 
tures, the ones that fairly astound the world with their 
dazzling color reproductions are made with black, white, 
green, red and blue. Of course, there are high and low 
lights, and light and dark shades. I recently visited 
a small hardware store in a small town where the local 
hardware paint dealer was endeavoring to carry a stock 
of twenty-two colors of house paints. He admitted that 
he was eternally “out of something.” It is better to 
have a good stock of a few colors than a badly broken 
stock of rainbow tints. 

During the war the paint manufacturers cut their 
production from 60 colors to 24 colors, but the confus- 
ing evil of colors is again multiplying to satisfy the 
actual orders of retailers who seem bent on resurrect- 
ing a raft of slow sellers. 

What we really need is not more colors, but more sell- 
ing energy, more thought, more time, more shoe leather 
in the paint department. We want more men like the 
Nebraska dealer who writes a letter to every auctioneer 
and every farmer whose names appear on those flaring 
small town posters which frequently announce “a sale 
of implements, furniture, stock, etc;” a letter that tells 
how the auction price of implements and vehicles will 
favorably respond to a coat or two of paint. 


We Need Dealers Like These 

HAT we need is more dealers like that New York 

hardware hustler who painted at cost, a landmark 
house which was gutted by fire near his store—painted 
it at flat cost with the proviso that he could show the 
job to prospective customers for his paints. That boy 
landed a downtown sample and show room that resulted 
in a greatly increased business. He demonstrated to 
his community that he was alive. 

What we need is more distributors like that Indiana 
hardware dealer who lands farmer paint jobs this year, 
rather than next year by convincingly pointing out that 
on a hundred dollar job the work can be done now 
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rather than 12 months from now, merely by the pay- 
ment of $6 interest money. 

What we need are more natural salesmen who will 
work their heads, and by insight, as well as by chemi- 
cal analysis of ingredients, show what their geod paint 
contains in comparison with the cheap imitations of 
real paint which flood the market. 

What we need is more men like that Oklahoma hard- 
ware dealer who was reborn as a paint salesman. His 
first constructive move was to cut out six lines. He 
had three good lines left. He advertises paints in the 
local daily paper once every week and in the local 
weekly once every month, and he gets results. Perhaps 
that is because he changes his ads every time. 

What we need is more men who realize that there is 
three times as much inside painting than there is out- 
side painting. 

What we need is fewer paint salesmen who talk paint 
exclusively and more knights of the grip who talk the 
“hows” of landing painting jobs. 

What we need is fewer sales managers and fewer 
advertising managers in the paint factories who spout 
and spill ink about the greatly over-emphasized master 
painter and more men in such positions who bend their 
energies and spend their firm’s money in campaigns 
that teach merchants how to get more paint business 
out of their natural trade territory. 

Too many manufacturers are satisfied with low sale 
distributors. ; 

There are plenty of paint sale examples that will 
stir the imagination and incite a real desire to emulate, 
but the paint factories must dig up these real incidents 
and then play them up. 

They must get down to cases and give the dealer and 
the dealers’ clerks real sales talks, real sales pointers, 
real local advertising service and in the measure they 
do this, so will the retail distributors respond, as sure 
as night follows day. 


There must be a more all around realization that most 
new paint business is the result of a properly trained 
man who goes out after that business. 


The Blame for Unpainted Towns 
M OST unpainted towns are the fault of paint manu- 
facturers and their distributors. There are too 
many unpainted towns, far too many and every one of 
them, every unpainted building in such a community is 
a standing advertisement of the inefficiency of the men 
who make and sell paint. 

The Save the Surface Campaign recently inaugurated 
by the paint manufacturers of this country is a move 
in the right direction. Its success will be measured 
largely by the ability of those in control of that cam- 
paign to realize the importance of educating the public 
to purchase paint through educating the dealers and 
their clerks how to land painting jobs. 

And this educational campaign is most important. 
Unless your clerks understand paints thoroughly they 
are a detriment in the paint department and not a help. 
And the clerks are very liable not to understand it 
unless you do yourself. 

It is easily seen that the schooling must begin at the 
beginning and within a short time you will find that 
the clerk can educate intelligently the customer, and this 
means more paint sales the entire year around. Of 
course this is the paint season, but there is no reason 
why you should neglect this important department dur- 
ing the rest of the year. Every day paint is needed in 
some part of your town. 





Give Your Paint 
Department Room . 


The Old Paint Man Explains the Value of Store 
Position and the Subsequent Sales 


“It should be spread out over boards.” 

Gene is an old painter, now with a retail hard- 
ware store and greatly irritated that so much perfectly 
good paint is all canned up and huddled on the shelves. 

“Paint was never made,” said Gene, “to repose in 
such cramped quarters. Paint is one of those things 
that likes to widen its field of activity, being of a kindly 
spirit and never so happy as when hiding the imperfec- 
tions of other commodities.” 


I could see right away that I had hit a high-spot when 
I said “paint” to Gene. Paint in a can didn’t appeal to 
Gene at all any more than a new bonnet wants to stay 
at home on Easter Sunday if it has a nice young lady to 
give it the air. 

And Gene is right; I can see that. Always before I 
had rather liked to look at the trim rows of paint cans 
piled neatly by sizes upon the shelves. Even I enjoyed 
shaking the can and hearing the rich gurgle from 
within. 

But now, somehow, Gene has put the spirit of the 
craftsman into me and my hand itches to give the paint 
a chance to show itself, to spread out and glisten in the 
light, to make bright the dark places and to make clean 
and wholesome the dirty. 


“But just how are you as a hardware man going to 
assist in this greater distribution of paint,” I asked 
Gene, for I saw if he felt as I did it must be done. 

“In the first place, give it a chance,” he answered. 
“Take it away from dusty shelves in the rear of the 
store. Then fill out the assortment and give it display 
space where it can be seen and appreciated, for paint is 
the most beautiful thing a hardware store carries, both 
in itself and its application. 


“Paint has color and texture and a healing quality for 
things old and decrepit. 

“Paint has the spirit of the long-sought-for fountain 
of youth. 

“Paint brings back health and vigor and the sem- 
blance of youth to whatever it is applied. 

“So I say, give paint a chance. Put it in a good show- 
case with samples of various finishes—polished, dull, 
glistening, soft or radiant; samples of colorings in all 
their beauty of shade and combination. 


"2 a mistake to keep paint in cans,” said Gene. 


Make It a Department 


ss[N other words, make a department of paint. It is 
a profitable line, without waste. It is well adver- 
tised, especially in the women’s magazines, with a wealth 
of illustration showing just how easy and how effective 
its use is. 
“And this brings me to my idea of paint in a hard- 
ware store. 


“I believe in making an appeal to the women. Its 


Show her 
furniture 
finish 
and she 
sees the 
chairs all 
shining 


cleanliness and economy both have strong attraction for 
the average woman. There is hardly a home but that 
has some corner or cranny that could easily be improved 
and made more pleasant with a little paint. 

“Dress up a good showcase with neat little paint cans 
and samples showing its many uses, with mounted cut- 
outs of the best magazine advertising from the women’s 
magazines—these will look with friendly faces to the 
woman who has seen them in her own favorite magazine 

-and then make a search for the connecting link be- 
tween every purchase and your paint display. 


“If you are selling a seat for a chair, it is your chance 
to mention a bit of paint. If the housewife is buying a 
utensil for the kitchen, try a little paint for the pantry 
shelves or enamel for back of the stove. A door-mat 
or scraper should afford opportunity for mention of 
porch paint, and the purchase of a broom could easily 
be turned to a discussion of floor surfaces and floor 
paint. 

“A little thought and you can connect up with your 
paint display on nearly every purchase made by a 
woman. And how the news does travel, for if Mrs. 
Jones with a small can of paint makes an old chair look 
like new it’s a cinch sister Mary and Mary’s chum and 
so on must have a can also from that ‘nice Mr. Young 
who told me about it.’ 

Make Painting a Habit 
6s PAINTING is more or less of a habit, like going to 


a picture show, and it grows on one. After you start 
it you never know just where to stop, and what’s more 
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Women always buy the interior paints 


there is no reason why you should stop till everything 
is ship-shape. 

“In order to get a little fun out of business this 
spring,” said Gene, “I am going to play a little game 
of solitaire with myself and see how many casual cus- 
tomers I can sell paint to. It’s one of the few things 
that has both the appeal of economy and luxury. 

“The psychology of good paint chosen with discern- 
ment for its relationship to the associations it is to join 
in an effect to be desired is a study worthy the most ar- 
tistic temperament and holds a world of interest entirely 
lacking in much other merchandising.” 

Well, I confess Gene was getting too technical for 
me, but I gather that there is a lot of satisfaction in 
helping people choose the right paint for their particu- 
lar purposes and that the whole transaction has this 
element of pleasure added to the actual money profit 
end of the deal. And when you can combine business 
with pleasure you are pretty near Utopia and the sun 
is beginning to shine a golden hue while the old cash 
register bulges its sides with that stuff it was intended 
to hold. 
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Brief Notes 


J. H. Murray Hardware Co., Inc., East Weymouth, with 
a capital of $10,000, has been granted a Massachusetts char- 
ter. F. Wayland Preston, 32 Hillcrest Road, East Wey- 
mouth, is president. 

The Dura Paint & Chemical Co. has been given a Massa- 
chusetts charter. The headquarters of the corporation, 
og is capitalized at $150,000, are in Lynnfield (Center), 

ass. 

The tenth annual convention of the Gillette Safety Razor 
Co.’s salesmen was held at the Hotel Westminster, Boston, 
recently. In connection with the convention it was an- 
nounced that the company has bought additional land in 
South Boston, upon which a factory extension will be made. 
Frank J. Fahey, vice-president and general manager, pre- 
sided at most of the meetings. 

At the Chicago Automobile Show Black & Decker Mfg. 
Co. of Baltimore, Md., will have a double booth space in 
the accessory department. This concern makes portable 
electric tools, and had an excellent display at the big New 
York Automobile Show held recently. The headquarters 
for their representatives will be at the Congress Hotel. 

Hereafter the Stronghold and Barberton tires, manufac- 
tured by the Rubber Products Co. of Barberton, Ohio, will 
be distributed in southern California by the Ralphs Grocery 
Co., which has a chain of seven stores in that part of the 
country. The deal was but recently consummated and an 
initial shipment of some quantity was made. 

J. A. Benson, sales manager of the Briggs & Stratton Co., 
Milwaukee, Wis., is making an extended trip along the 
Pacific Coast. He will spend a week at Los Angeles and 
then proceed north, stopping at all of the leading western 
cities. Pushing the Type D motor wheel is the object of the 
trip, which will last for at least a month. 

The Whitney Hardware Co., wholesale and retail dealers, 
has been forced to enlarge its present location in Albu- 
querque, N. M., and has taken in the store space next to its 
present space. 

A permanent office and showroom has been established 
by the Black & Decker Mfg. Co., Baltimore, Md., at 1436 
S. Michigan Avenue, Chicago, Ill. The office will be in 
charge of R. G. Ames whose territory has been extended to 
cover the midwest. 

The annual meeting of the sales force of the North- 
western Chemical Company was recently held at Marietta, 
Ohio. President and General Manager Fred Hall opened 
the meeting and interesting addresses were given by H. A. 
Iordham, O. W. Morganstern, A. S. Isaacs, V. V. Casey, 
L. D. Speed, I. D. Cross, S. E. Samuels, M. P. McGee and 
L. G. Meredith. 

The Cleveland Metal Products Company, Cleveland, Ohio, 
has established a New York office for Aladdin Cooking 
Utensils at Bush Terminal Building 22, Brooklyn. 

The New York Offices of the James Ohlen & Sons Saw 
Mfé¢. Co. and George H. Bishop & Co. have been consolidated 
and are now located at 253 Broadway, New York City. L. 
B. Van Marter is in charge. 

At a recent meeting of the American Washing Machine 
Manufacturers’ Association held in Chicago, Ill., H. L. 
Barker of Binghamton, N. Y., was elected president for the 
company year. 

The National Razor & Manufacturing Co. is the name of 
a new company in Fremont, Ohio, which will manufacture 
razors. H. D. Petty is president, W. H. Heyman, vice- 
president and C. A. Ream of the Herbrand Co., is secretary 
and treasurer. 

Frye, Phipps & Co., 35 Pearl St., Boston, will vacate its 
present quarters on or before April 1, having obtained a 
lease of a whole building on Purchase St. Mr. Coldsmith, of 
that firm, has returned to his desk after a serious case 
of influenza. 

The 1919 consolidated earnings statement of The Win- 
chester Co. and the Winchester Repeating Arms Co., New 
Haven, Conn., shows receipts of $24.910,903, and net earn- 
ings after depreciation, but before Federal taxes, of $4,- 
204,023. After allowing for taxes the net earnings were 
$3,004,023. The net addition to the surplus account amount- 
ed to $1,748,273. 

On Feb. 1, the Walter S. Burgess Co. of St. Joseph, Mich., 
manufacturers of Burgess Rebound Shock Absorbers, com- 
pleted the formation of their own sales organization with 
Mr. Proctor H. Patton, formerly with the Zinke Company, 
Chicago, in charge of sales. 








O’Brien Puts a New Shade on Paint 


He Had a Good Idea and Pushed It To the Limit 
Right In His Own Territory 


It is not the story. of the transformation of a 
hardware store into a paint shop, nor is it a 
story of special sales and window trims that pushed 
everything else in the background in order to reap 
paint profits. It is simply a plain, ungarnished state- 
ment of facts about how a practical hardware dealer 
sold paint in connection with his other lines to the 
advantage and profit of his general business. 

At 2614 Harway Avenue, Brooklyn, New York, is a 
hardware store run by Frank O’Brien. It is a quiet, 
unpretentious place, somewhat unattractive except for 
a certain odd quaintness that is somehow more sensed 
than seen. O’Brien’s store is heavily stocked, prin- 
cipally with marine hardware, because it is near the 
water front and in the immediate vicinity of several 
yacht clubs. 

‘Three years ago the amount of paint O’Brien had in 
stock would not have covered the surface of the prover- 
bial “Barn Door.” He was in the habit of telling paint 
salesmen that he “had no call for it.” So most of the 
salesmen after several calls dropped O’Brien from their 
calling lists and crossed his name off their prospective 
cards, which bred no fly in the O’Brien ointment. . . 

But there was one fellow more persistent than the 
others and he kept dropping in to see O’Brien every 
few weeks. Every time he called at Frank’s place he 
would have some new or novel thing to say about paint 
in general and his own line in particular. 


: story is a little different. 


Dared Into Selling Paint 
ONE day toward the first of April, three years ago, 
he startled Frank with a straight from the shoul- 
der proposition. He dared O’Brien to take fifty gallons 
of paint and try to sell it. 
“If you can’t sell fifty gallons inside of this year at 


a profit,” he told O’Brien, “I’ll take back all you have 
left on your shelves and give you back your money for 
the full value. Think it over,” he said, “and Ill come 
back within a few days for your answer.” 

The fighting blood that has made the name of the 
O’Briens famous since the days of the early Celts re- 
sponded to the challenge. O’Brien acted on Irish im- 
pulse and, as events developed, he was right. 

“T’ll take your proposition,” he said. And the fifty 
gallons were delivered two days later. 

A few days afterward, O’Brien happened to be down 
near the water front attending to a matter of business. 
It was one of those soft, lazy days that come in early 
spring when a fellow feels like lying on his back and 
gazing at the sky in dreamy reverie, and when the 
thought of work is an abomination to every healthy 
man and most particularly to an Irishman. 

O’Brien strolled down along the beach where the 
tide was lapping softly on the sand, and where a little 
breeze, cool and fresh with the tang of salt, blew fit- 
fully in from the sea. And all along the beach many 
hard-handed sons of toil were busy at the annual spring 
repair work, overhauling and painting boats that had 
been out of water all winter. The smell of tar and 
turpentine and paint was pleasant to O’Brien’s nostrils, 
and the sound of sandpaper scraping on oaken boards 
and of the rapping hammers were sounds he knew 
and understood. 

Like all true sons of the Emerald Isle, O’Brien has a 
bit of blarney on his tongue. Before long he was talk- 
ing boats and paint to the boat builders and as he says 
himself, he “heard an earful.” There were men in 
need of paint and they told him the story of their 
woes and wants. O’Brien knew the language that is 
spoken by builders and repairers of boats and he talked 
to them with sympathy in his voice and in the spirit 
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of understanding. He used his newly gained knowl- 
edge of paint that the boat builders had unconsciously 
given him, he used the odd scraps of information that 
salesman had handed down from former times, but 
most of all he used his own persuasive tongue and his 
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he found that he didn’t have to go outside after busi- 
ness. It came to him. It came with confidence and in 
quantity. And he sold one hundred and fifty gallons 
of paint that first season. 

“The principal thing about selling paint or anything 
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own wit and sense of humor. Thus he took his first 
orders and made promises of delivery. 


Combed the Beaches Selling Paint 


HE next few weeks O’Brien combed the beaches 
selling paint. 

He sold some by blarney, 

And he sold some through luck, 

But most of his sales were honestly made 

For most of his customers stuck. 

“If it doesn’t suit,” he told prospective customers, 
“bring back the empty can and I’ll give you your money 
back besides standing your loss if using my paint has 
caused you to lose money.” 

Such a broad selling policy, made in good faith could 
have but one result. He stood to go out of business 
or else win a score of stalwart customers. 

He won. After a few weeks combing the beaches 
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else for that matter,” says O’Brien, “is to have thorough 
confidence in the thing you’re selling. Confidence is 
the foundation of business. If you instill confidence in 
a customer you have done something of more perma- 
nent value than making a sale.” 

The next year O’Brien extended his paint sales. The 
customers of the year before came back, and they rec- 
ommended their friends to O’Brien for paint. 


Sent Color Cards to Clubs 
‘THAT year O’Brien sent out color cards to the yacht 
clubs in his neighborhood with his name printed 
boldly across the top. He requested that these color 
cards be tacked up in a conspicuous place in the clubs 
and personally visited most of the clubs to see that this 
was done. 
This move brought O’Brien a good many amateur 
boat owners. 















Making the Auto 


Look Like New 


Before the Pleasant Days Come Is the Time to Brighten Up Your Pleasure 


Car and You Can Do it Yourself 
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spring, Freddy,” said friend wife one Sunday 

when we sat by the woodfire in the library, sur- 
rounded by about an acre of that stuff they call the 
Sunday paper. 

“Well,” I came back, “if I said we would, I ain’t 
said we ain’t yet, is I?” 

“T don’t know what you mean by that,” was wifie’s 
aggrieved response, “but you just said you didn’t see 
how we could quite make it.” 

It looked to me as if the evil moment could not be 
postponed any longer, so I put on my shrapnel-proof 
countenance and my matrimonial gas-mask and pro- 
ceeded to lay down the facts as I saw them through the 
telescopic sights on my bank book. 
made me do some quick thinking. 

“It’s like this,” I opened. “In the first place you can’t 
get deliveries on new cars, and in the second place 
they’ve boosted the prices so high nobody can afford 
to pay ’em any more, and in the third place we haven’t 
got the money in the first place.” I stopped there. It 
seemed to me I had said enough. 

I expected my superior two-thirds to burst into a 
flood of tears, but much to my surprise, there was no 
burst, but Mrs. Tompkins smiled and said: 

“Well, now I know where we stand, I am glad of it. 
I didn’t think we ought to spend the money for a new 
car but I didn’t want to disappoint you. Will you leave 
it to me to see if I can get the old car fixed up a little 
with some money I’ve saved from the household budg- 
et?” 

Would I leave it to her? 
grasp at a straw! 

Time: one month later, as they 
menus. Place: our garage. 

I hadn’t been in there since midwinter. 


“I THOUGHT you said we’d get a new car this 


Would a drowning man 
say in theatrical 


The car was 


there but it looked so like sam hill that I didn’t want 
to see it and it was too cold to use it, so I left it alone. 





Auto painting as shown in a window 


And what I saw 





If the battery ran down, I knew it wouldn’t be my fault 
because I’d taken it to the garage for storage. 

Well at the time mentioned, springtime had arrived 
and it was a dandy day and everybody was getting out 
their old boats and trying them in the new sunshine 
and the wife said to me. 


“Come out into the garage, Freddy, and see who’s 
there!” 

When we opened the door I thought it was a new car 
and I was just going to ask, “Who died and left us it?” 
when I saw the tires were the same old misfits and I 
gave up on my guess. It was the same old boat looking 
like new and this is what had happened. I let the wife 
tell it while I stood and listened. 


The Real Live Letter 


66 HERE is a real live hardware man in this town 

and before I asked you about letting me get the 
car fixed I had had a letter from him and it read about 
like this: 

Dear Mrs. Tompkins: Why not make the old car 
look like new? New cars are pretty expensive and 
your old one is better to-day than some new cars. 

A little money spent for paint, etc., and a little work 
at odd times will make it over as far as looks go. 

Our paint expert will be glad to look over the car 
and tell you just what needs to be done to freshen it 
up, and change the color if you wish. No charge for 
inspection. If the job is too much for an amateur, we 
will say so. 

Call 1455 Main and ask to have the Auto Paint man 
come around and fix the time at your convenience. 

“T couldn’t see that it would cost anything to get a 
little information and I asked to have the man sent 
around. He came the day after we decided not to get a 
new car. He told me the car needed varnish on the body 
and new paint on the wheels and the top touched up. 
He said I could do it if I had a warm place to work. I 
told him the garage wasn’t heated. He saw an old stove 
stored there and he said that a dollar or two for pipe 
vould fix that stove in working order and I could drain 














Painting has a certain fascination 


for the average person. Help 


them develop that hobby! 











the gasoline from the car and make the stove and fire 
safe. He had a man come over and set up the stove. 
First I thought the few dollars it cost to get the garage 
ready to work in were money wasted, but while I was 
taking a day or so to consider the matter, along came a 
letter from the hardware man that said: 


Dear Mrs. Tompkins: Making the old car look like 
new is a matter of paint and varnish and some work. 


The main thing in doing this work at home is to 
have a good warm place to work. We are prepared 
to help our customers to heat their garages temporarily 
for painting jobs. Have you an old stove you can 
set up? If not, we know where we can get one for 
you at a very little expense. 


A few days’ work now when you can’t use the car 
will give you a new looking outfit when open weather 
comes again. 


“T had the old stove fixed up and I went to work. 

“If that hardware man had been like most dealers in 
automobile paints and such things, he would have got 
me interested with this advertising, and told me a lot 
of stuff and then it would have been up to me, and I am 
afraid I would have become discouraged and quit and 
I never would have gone near him again, even if it 
would not have been quite his fault. 

“But he didn’t just stop with selling me a can of 
paint and a brush. He showed me what to do. He sent 
a man to help me jack the car up in good position where 
the light was good. He got together everything I 
needed. He had sandpaper for the first rubbing, and 
pumice stone and felt for finishing the rubbing down, 
and horsehair for rubbing the first coat and he had one 
can for first coat and another finishing coat, and so I 
got the wheels painted, and he showed me about rub- 
bing the body to get it ready for the varnish. And he 
had stuff for the top that freshened up the finish and 
re-waterproofed it, and he had a lining dye to go over 
the inside of the top to cover all the stains. And he 
had stuff to go over the upholstery, and polish for the 
nickel and enamel for the fenders, and aluminum for 
the demountable rims, and the right kind of brushes 
for everything. And he had his man come over and 
look at the work once in a while to see it was going all 
right. 

“T never would have been able to get the things done 
right if I had just been sent home with a basket full of 
paint and things and left to go at it and finish it alone. 

“He had me begin on the wheels because, he said, the 
finisb on the wheels is not so important. Except when 


Hardware Age 


they have just been washed, there is always enough 
dust on them so nobody could tell whether they were 
painted by an amateur or a professional. 

“TI got into the habit of dropping into that hardware 
store every time I went down town and I found that 
there were plenty of others who were going over their 
cars at the same time. Almost always there would be 
somebody there talking with the paint man and we 
would all get so interested that we would stay and visit. 
And, of course, I never thought of buying anything in 
the hardware line of anybody else while I was going to 
that store so often. 


Paint Sells Household Hardware 


S¢ Y, that new refrigerator and that vacuum 

cleaner both came from that store and you know 
we have always been buying our hardware things at 
another place for years and years. I was just thinking 
about that and I decided that if this man didn’t make 
2 cent of money on this automobile paint deal with me, 
he is a good ways ahead yet and I am sure I shall want 
to go right on patronizing him. I found that he gives 
just as good service with everything he sells as he does 
with paints for automobiles. That seems to be his 
motto. 

“Of course, I know he does all these things so we 
will buy from him and so he will make money, but I’m 
willing he should make money on the business we give 
him, if he does something to earn it. What I don’t like 
is these stores where they just sell you something and 
then forget you’ve bought it. Don’t you think it’s good 
business, Freddy, to buy from the hardware man who 
seems to like to help you to get your money’s worth out 
of what you buy?” 

“Queen, you’ve said a mouthful,” I said. ‘“You’ve 
found a hardware man we can tie to, and he’s ours from 
now on.” 

“Then, Freddy, just you do your bit by stepping into 
his store and getting a couple of new tires from him 
and some carbon remover and we will be out in a few 
days with what will look like a new car. They know 
more about automobiles in that hardware store than 
they seem to know in lots of garages where we’ve spent 
our money.” 





; Brief Notes of Interest 


The Clark Equipment Co., Buchanan, Mich., will erect a 
plant at Battle Creek to manufacture Clark automobile axles. 


The E. C. Mfg. Co., Elkhart, Ind., has been incorporated 
with $50,000 capital stock to manufacture spark plugs. The 
directors are Peter C. Kendall, Max Solomon and Gustave 
O. Johnson. 


The Goodland Mfg. Co., Goodland, Ind., has been incor- 
porated with $250,000 capital stock, to manufacture elec- 
trical supplies. The directors are Lawrence Romine, Dale 


‘A. Rowe and E. E. Kertis. 


W. R. Case & Sons Cutlery Co., Bradford, Pa., manufac- 
turer of high-grade cutlery, is building a large addition to 
its present plant, and has acquired 30 acres, part of it in 
that city and part of it adjoining Bradford, on which it has 
started to erect a new razor and pocket knife plant, and 
expects to improve this property still further by putting 
up houses for its workmen. 


The Peden Iron & Steel Co., main office and warehouse at 
Houston, Tex., with branches at San Antonio and Fort 
Worth, wholesale hardware and supplies, are adding to their 
lines machine tools and shop equipment. They are inter- 
ested in manufacturers’ catalogs and would like to receive 
copies of such catalogs for their files. 

Charles E. Miller, New York City, announces that he will 
move from his present location in Reade Street to the auto- 
mobile district of the metropolis, 231 West Fifty-fourth 
Street. Mr. Miller deals in automobile accessories. 












How Pettee’s and Rackliffe Arrange and 
Sell Paint 


Interesting Ideas from Oklahoma and New England About Marketing Paint 
at a Good Profit 


chandiser one day, and evidently out in Pettee’s 

store in Oklahoma City, Okla., they have found 
the case to be just that. This store, which is considered 
to be one of the leaders in the United States in the hard- 
ware field and which is called “The Most Interesting 
Store in Oklahoma,” not only carries a paint department 
but makes a feature of the department and here is what 
they say in regard to the springtime being the paint 
time. 

“During this time of the year when paint is in de- 
mand we make a special effort to prepare for the 
situation. 

“Our stocks are complete with the various kinds of 
paint that are used. During this period we are well 
aware of the fact, that Mrs. Housewife will be in 
need of small sized cans to renew the finish of a few 
odd chairs, etc., that have lost their attractiveness 
through years of wear. We are also aware of the fact 
that Mr. Husband may want to paint the old barn, or 
give the flivver a new spring coat to wear. The wall 
tints also play an important part in our stocks and are 
now on our shelves awaiting some particular person 
who adores a cheerfully tinted room. 

“We have a co-operative advertising campaign with 
the manufacturer and use the daily papers as a medium 
for this class of merchandise, the manufacturer pays 
for one-half of this campaign and it is very profitable 
to us both, this campaign was prepared three months 
ago, and will be used when the proper time comes. Our 
window displays have been prepared some time ago, 
and we have some very interesting ideas that are new 
and we strive to do something out of the ordinary in 
all of our displays. We find by doing this that the 
passerby does not fail to see something that is inter- 
esting and inviting, this is something that all mer- 
chants should bear in mind, by looking at the same 
thing year in and year out it gets old, just like dis- 
carded clothes that grow old, they have no more at- 
tractiveness for the wearer. 


Wasted Ideas in Windows 
“GOME manufacturers send out some very good ideas 

for window display, while others are just merely 
wasting their money, sending out small lithographs, 
that look like they are lost in the average size window. 
This class of advertising has been used to death and 
fails to compel the attention in one’s windows. I have 
some very good ideas coming from Lowe Bros. Paint 
Co. that are really worth while. They are life size per- 
sons that are using their products on the different arti- 
cles that have been manufactured for and should prove 
very interesting when properly displayed. Our paint 
department is in the back of the store, we keep depart- 
ments such as this in this location for a purpose. We 
find that the further in the store we can draw 4 pro- 
spective paint purchaser, the more profitable it will be 
for us, because such customers that are going to paint 
things over will generally find something else to buy 


66 P'chandiser begets progress,” said a wise old mer- 


for the articles they are painting. By inducing them 
further back in the store it enables them to see our 
many displays of hardware, etc., that are on display. 
This gives him a chance to think of various things that 
he may need.” 





We claim that this year is going to be a corking good 
year for the sale of paint. We have planned to circu- 
larize by mail practically all of New Britain property 
owners and painters, not only on specialties but reg- 
ular house paints, etc. So far as we know there has 
been no date set for a “paint up week” in New Britain. 
In the past we have followed the date set by the various 
painters’ magazines, etc. 

We do handle specialties in our paint department and 
carry automobile paints and varnishes as well as a fall 
line of tints, etc. We advertise direct to householders 
on all these lines, using a mailing list which we have 
here, some three thousand names. 

It has been our experience that people who are buy- 
ing this sort of material are those who have telephones. 
That may seem like a funny statement but we mean it 
as a class. We have, therefore, taken our telephone 
book here and made up a mailing list from it and are 
using this means of advertising with exceptionally good 
success. 

Now with reference to the handling of a paint de 
partment by all clerks; we would suggest that a special 
paint man be hired for the paint department in the 
store. We have such a man here and he has under him 
two other men whom he is constantly training and in 
this way we feel that our customers are given better 
service and are certainly sure to get the right paint for 
right places. 


A window that almost talks 












































Show Cards that “Show” Coborn’s 
Different Paints 



























Profitable Painting on the Farm 


More Surface to Cover Than on City Property—Appealing 





to the Farmer’s Pride and Economy 


on the average farm? Thousands and thousands 

of feet on nearly every one, and in many cases, 
every foot crying out for paint in outraged nakedness. 
The big rambling house, the barn, which is bigger than 
the biggest town house when it comes to wooden 
surface, the silo, towering upwards to the sky, higher 
than most houses, a score of small buildings every one 
of them wooden structures and wooden fences all over 
the place. Some surface. 

And the chances are that every time that the owner 
passes one or the other of the buildings he murmurs 
to himself that it ought to be painted this year. He 
also reflects that he can’t paint them without paint and 
a trip to the city at this time is impossible, so the good 
intention is usually dismissed with a grumble and “Old 
Man Rot,” that insidious creature that is hiding just 
beyond the surface, grins and chuckles and continues 
to work his way into the valuation of the farmer’s 
property. 

Did you ever stop to notice a particularly prosperous 
farm property and wonder who the happy man is that 
lives within? And did you, on further analysis, dis- 
cover that the only difference in the appearance was due 
to the fact that this farm was well painted while the 
neighboring district was not? <A well painted farm 
stands out on the landscape like a Cathedral on a hill 
and actually enhances the property to an enormous 
degree. ; 

But still the fact remains that the average farmer 
cannot get into the city to buy the paint so it is up to 
the hardware man to make a trip to the farm in order 
to make the sale. Not perhaps to one farm but to the 
entire farming district during the spring season when 
the farmer is putting in all of his improvements and is 
optimistically looking forward to a year of prosperity. 
But the farmer, like the Missourian, must be shown. 

In the first place it should be remembered that every- 
one is looking for some way of saving money and it 
may be for this reason that the farmer has not spent 
any money on paint in order to save and that this false 
economy will be hard to get out of his head. 

So the first thing to show him is that actual economy 
comes in saving his property from rot and ruin by a 
few gallons of paint. It can easily be pointed out to him 
that he wouldn’t go out in bad weather without his 
coat, but he allows his barn to go in all sorts of weather 
without any protection against rain or snow. Water 
soaked roofing that could have been saved from rot by 
creosoting, siding that could have been protected 
against being eaten by dampness with two coats of 
good paint, barn floors that could have been saved from 
falling through if the water had not leaked in from the 
holes in the paintless barn and rotted them, should all 
be corrected. 

Point out that he can add ten years to the property’s 
life by spending money for paint this year, show him 
that he can add twenty per cent valuation to the prop- 
erty by the expenditure of a trifling sum for paint and 
you have advanced two convincing arguments that no 
farmer can confute. Show him where he is going to 
Save money. 


D> you ever stop to think of the paintable surface 





Perhaps the sale cannot be made in a day, but if it 
has been started with the proper follow up system of 
letters it will soon be completed, and here is a little 
secret. 

Selling the First One 

A FTER you have sold the first farmer and he has 
+“ started to paint, orders will automatically come in 
from the entire neighborhood without much effort. 
They won’t roll in because that is not the farmer’s way 
of doing business, but it will take less arguments and 
less time to sell the other men in the community than 
it did the first, because you have a sample looming up 
right before their very eyes every day. A well painted 
farm is your best advertisement. Farmer No. 1 has 
shown up his neighbors and the neighbors don’t like to 
pe made the butt of his little joke. They hate to be 
left standing as the bad example while he is pointed 
out as the good example for the countryside. 

And here is another pointer to remember. The in- 
side of a farmer’s house is usually spotless, due to the 
efforts of the farmer’s wife. Everything is kept as 
clean as possible. The farmer is proud of this and 
senses that pride most keenly. Then why should he 
allow the outside of the buildings to look badly when 
the inside looks so nicely. He shouldn’t, and he knows 
it but he has just neglected it. 

It is up to the salesman to appeal to his pride and 
the pride that his wife has in the house. You can show 
him more reasons for keeping the outside looking well 
than he can show for keeping it looking badly, that’s a 
certainty. 

In selling the farmer there is one element that en- 
ters much more than it does in any other class of trade. 
The personal touch is absolutely necessary. Wher Mr. 
Farmer comes into the store you should come out of 
your shell. He is highly flattered if you take a personal 
interest in him and he is given special attention. Re- 
member he doesn’t get much mail, so when you write to 
the farmers or circularize them be sure that you ap- 
peal to them personally even at additional expense. The 
cut and dried stereotyped circular will not have any 
effect while a letter that looks like a personal letter will 
get to him every time. ‘Dear John” will go a thousand 
times further than “Mr. Farmer.” A personal call will 
go further than either. 


That Personal Touch 


T? you a personal call means nothing, but if you only 

had one salesman a year calling in your store he 
would get a good part of your attention and you would 
be flattered; no doubt foolishly flattered, but you know 
that an interest was being taken in you and your store 
and you would appreciate it to the fullest extent. So 
does the farmer. He get mighty few salesman calling 
on him with legitimate propositions and when you, the 
hardware merchant or the hardware salesman from the 
big store, comes out to see him, he will listen. 

Letters with color cards, paint suggestions and new 
paint ideas will also appeal to him. The countryside 
is full of prosperous prospects for the progressive hard- 
ware merchant if he will but go after them. Get your 
share this year. 





Paint Ideas from Canada 


Progressive Dealers in Northern Country Know the Value of This Depart- 


ment to Hardware Store 
By G. V. WHITE 


Of the Sumner Company, Moncton, New Brunswick, Can. 


HAT has made the Success of our Paint Depart- 
W ment? Is a question easily answered. Keeping 

it before the public by every known means of 
advertising, by pushing it and never letting the public 
forget that any season the Paints we carry can be used 
to their advantage. We have always believed that it 
was a twelve-month business and could not be handled 
in any other way successfully. We believe it is a very 
important part of the hardware business and should 
be handled as such, not as a side line. Personally I do 
not think that as a department it should be placed at 
the front of the store, and still “usage” maye have some- 
thing to do with that idea. 

We use one-half of the eastern side of our retail for 
paints and accessories, this gives it nearly one-sixth 
of the wall space and counter room and is one of the 
most valuable locations in our store. I think we give it 
more room than is usually allotted to it in the regular 
hardware store because we have classified everything 
that pertains or in any way contributes to the “home 
brightening up” there. Our brushes are all behind a 
sliding sample board in a dark oak frame (to match 
the other store finishings) with a plate glass front, 
furniture polish, floor wax, varnish stains, carriage and 


auto paints, varnishes, wood dyes, wall finishes as well 
as whiting, Plaster Paris, dry colors, colors in oil, etce., 
are all carried in this section. We have a young lady 
clerk who devotes her time to the lady customers under 
the direction of a male who has that side of the store 
under his charge and devotes his time to the painters 
and decorators and assists in the buying. 

We have always been strong believers in advertising 
and use our windows for paints at least four times a 
year. We make up a general mailing list each spring 
which we send to the manufacturers who mail their 
general literature direct, with I believe good results. 
We depend to a large extent on our representative call- 
ing on the builders’ trade for these names. We try 
as much as possible to have all our clerks instructed on 
paints so that they can at any time step into this de- 
partment and talk intelligently to any customer when 
the regular clerks are busy, but if they find they can- 
not handle the sale themselves it is turned over to our 
paint man. Personally I believe window trims, attrac- 


tive color cards, etc., furnished to reliable dealers with 
a thorough “follow up system”’—that cannot fail but 
impress their absolute reliability upon the salesman 
and public alike—cannot fail in results. 


Just as an 


Here is a well-balanced window at Sumner’s 
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The interior display shows everything at a glance 


illustration of how we constantly keep paint before the 
public, would say that starting in the early spring, car- 
riage and auto paints are suggested, then comes the 
“house cleaning and brightening up” with its varnish 
stains, floor varnish, furniture polishes, wall finishes, 
etc. Then the house painting season inside and out, 
Then screen paints, summer cottage requirements, etc., 
keep us busy till the fall house painting season comes 





Syracuse Washing Machine Co. 


ae in the expansion program of the reorganized 
Syracuse Washing Machine Corporation is the selection 
of Raymond Marsh as its advertising and sales manager. 

Mr. Marsh was largely instrumental in the organization 
four years ago of the American Washing Machine Manu- 
facturers’ Association, with offices at 10 La Salle Street, 
Chicago, and has since been its secretary. Four years of 
experience with this association of washing machine manu- 
facturers has fitted him with a wide knowledge of the in- 
dustry in general and made him exceptionally well qualified 
to fill the position of sales and advertising manager with 
the Syracuse Washing Machine Corporation. 

Previous to his connection with the American Washing 
Machine Manufacturers’ Association he was engaged in 
commercial advertising work in Iowa. He is a native of 
Scranton, Pa., a graduate of Wesleyan University, Middle- 
town, Conn., attended the Harvard graduate school at Cam- 
bridge and then taught for a time in Yale University. 

The Syracuse Washer Corporation, manufacturers of the 
“Easy” Vacuum Electric Washing Machine, was organized in 
July, 1917. Due to the rapid growth of the busjness, the 
company was recently reorganized under the name of the 
Syracuse Washing Machine Corporation. A new modern 
fireproof plant is being erected on a 25-acre tract of land. 
The factory of the building will be a one-story fireproof con- 
struction, with second floor for administrative and execu- 
tive offices, including fully equipped cafeteria covering 10,- 
000 sq. ft. of floor space; an auditorium for the instruction 


round, floor paints, floor varnishes, varnish stains, auto 
and carriage, wagon paints, furniture polishes, enamels, 
brushes, etc., are, of course, all year round sellers and 
there is no season when some house paint is not moved. 

We carry two grades of ready-mixed paint, “pure” 
and “competition,” and so aim to meet all comers in 
either quality or price. No special week has ever been 
set aside in this town as “paint up week.” 


Or ee 


of workmen in the different phases of the industry, as well 
as experimental department and museum. 

The officers of the new corporation are: President, J. N. 
Derschug; vice-president, G. C. Wilkinson; treasurer, H. L. 
Babcock; secretary, W. A. MacKenzie; assistant secreta 
and treasurer, S. Stivers, New York. Directors: James 
Gilbert, president Syracuse Trust Co.; Walter H. Lippin- 
cott, Philadelphia; Frank Ford, of Ford, Bacon & Davis, 115 
Broadway, New York; W. J. Zuill, W. A. MacKenzie, J. N. 
Derschug, G. C. Wilkinson, H. L. Babcock. Executive com- 
mittee: Mr. Derschug, Mr. Wilkinson and Mr. Ford. 


Recent Deaths 


J. B. Thresher, Dayton, Ohio, former varnish manufac- 
turer, died at his home in that city recently at the age of 
84. Mr. Thresher was the founder of the Fourth National 
Bank, and a member of the first board of directors of the 
Miami Valley Hospital. He was born in Stafford, Conn.., 
and came to Dayton in 1856. 

Fred W. Case, owner of a hardware business at 463 
State Street, Springfield, Mass., died at his home recently 
in his fifty-seventh year. 

William B. Burget, aged 70 years, of Greenfield, Iowa, 
died at his home in Kansas City, Mo., recently. He was 
born in 1850, and had been engaged in the hardware busi- 
ness since 1875, retiring a few years ago. He is survived 
by a widow, two daughters and one son. 








Hardware Age 


P. O. BEAULIEU 


DEALER IN 


HARDWARE, HARNESS, IMPLEMENTS Co-operation 
STEEL TANKS, PUMPS, PAINTS AND OILS 

ee ROM out in South Dakota 
Hardware Age, comes this unsolicited letter 
ew York. of appreciation. We have re- 
produced it as it appears for two 
reasons. First, because it ex- 
presses just exactly what we 
strive to do—give the hardware 


: dealers of the country service. 
gets all of that that is good for him any way. However I feel that Second, because the letter is 
aw , x 


Gentlemen:- I am enclosing check for $2.00, subscription to Hard- 


ware Age to Feb. 1921. 


I seldom take time to pat a publisher on the back as he generally 


J should compliment you on the service you give the hardware deal- typical of those that come to us 
ers of the country.1 believe there is no trade journal in any line in nearly every mail. We are 
able to maintain our position as 
the leader of hardware papers 
because of this co-operation on 
the part of the dealers in every 
part of the country. 


of business that does so much to keep its subscribers thoroly post- 


ed and strictly up to the minute as does Hardware Age. 
Please accept my hearty compliments. 


Yours, 


¢ Dib taht. ~ 





Fighting Mail Order Houses DOES IT PAY T0 BUY 
ie problem of fighting mail order houses has PAINT FROM THE MAIL 


always confronted the retail dealers. It must 


always be remembered that the Chicago people are ORDER HOUSES? 
* 


exceptionally good merchandisers and have put into 
their businesses brains of the first rating. The ad- Senna eiiaiiiiatiaunnianiiaiiar leanne as 











every can or pound of paint we sell. 


vertising used by them is of the best, and this is 
something which the retailer often forgets. The only Wea ans spatan 7 enna se a a ges 
way to fight them is by facts well put, and from Red barn paint in 5 gal. cans 1.59 per gal * 145 


Wall paper paste .. -16 per Ib. ea 12 


the accompanying ad used by the Schlafer Hardware sii cos be Riabesaiise ia “Gh 


Company it is evident that facts have been clearly REE verserrin estos <a 
Shingle stain . ‘ 1.18 per gal : 85c to 1.00 


shown. : Shingle stain iu 5 gal. cans .......... 1.13 per gal “ 75c to 90 
The advertisement used by Schlafer is one of the = ee Rese Piece . e “9 = 
best examples of the only way to fight mail order Winter: paste, 5 ib, paeSaige Ss per pack. 25 
houses that could be obtained. Here the price is averse oma er ee ~ 
compared showing the mail order house to be actu- 3 pounds whiting .............000066 BS 
ally more costly than the paint that you buy in your andes Nite Oi te wt os , ~~ 
own home town. In addition to this the ad points RNa Pas Ne 
out that freight, storage and drayage is saved by buy- guarantee the quality of our paints to be equal or better than 


those listed in the catalogues. The advise-of our expert paint men 


ing at home, and that the paint expert of the hardware is always at your service. 


store is always at your service. It leaves Sears, Roe- Insist on getting quality when you buy paint 
buck and Co. high and dry as far as arguments are con- 


cerned and most effectively combats the big problem SCHLAFER HARDWARE CO. 


of the retailer. “QUALITY HARDWARE” 
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Painting up at the 


Old Summer Hangout 


Getting the Motor Boats and Canoes 
Ready for the Season Splash 


EFORE the snow had all left the ground for parts 

B unknown Jim and I took a trip down to the boat 

club one Sunday. I explained carefully to Jim 

that we would fool the other members and get in ahead 

of them by making a mid-winter trip to the old sum- 
mer loafing place and see how things were. 

Did you ever try to do that? Fool the other fellows 
by getting ahead of them? You know what I mean, 
getting on the ground first so that later when they met 
you on the street and started to tell all about the boat 
house you could appear unconcerned, even a trifle bored 
and in the middle of the description, yawn? Then you 
could puff out your chest and say yes, you knew all 
that about a month ago, and explain that you went to 
the old place weeks and weeks ago, fact is you were 
the first one there. 

Well that was the spirit that Jim and I had when we 
started out one Sunday morning for the boat house. 
We were going to “stick one over” on the rest of the 
gang. \ 

It was one of those spring days that you always re- 
member. Nice sunshiny day; trees just started to bud, 
sap running and everybody sneezing. One of those 
days when you put on your most cheerfullest smile but 
leave off your rubbers. 

The boat house was only a short walk from the house 
and we made it in less time than we had calculated, 
which added also to the joy of the trip, as we had put 
one over on ourselves by getting there before we 
thought we would. Jim grumbled quite a bit and 
claimed that I was all sorts of a fool, and I agreed with 
him just to keep him fairly quiet and not to cause a 
scene for the benefit of the people that were on their 
way to church. Our clothes took us out of the church 
class that morning. You can’t feel very churchified 
with an old slouch hat and a soft shirt, no matter how 
religious you feel. 


As was to be expected the grounds around the boat 
house were soggy and the hollows were still filled with 
snow or slowly melting ice, and as soon as we stepped 
off the sidewalk the water began to seep through the 
three dollar shoes that you had paid $16 for two weeks 
ago. I thought then that a good way to relieve the 
scarcity of paper would be to make it a federal offense 
to put it in shoes, and Jim was thinking out loud in 
language which would have been a postgraduate course 
to an army sergeant. 

“Jim,” says I, “the old dump looks a little weather 
beaten, doesn’t it?” He was in just the right mood for 
any old kind of a pessimistic remark and I knew how 
to humor him. 

“Certainly it looks seedy, why shouldn’t it?” he re- 
plied in his usual acrid tones. “It’s been rained against 
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and snowed against for the entire winter. De you 
think that you could keep up a good front if you had 
stood out here on the river bank for four months of a 
severe winter?” 

I admitted that I supposed I would look a trifle crest- 
fallen, and stopped by the side of the house to pull off 
a piece of paint that was hanging from a shingle. As 
a matter of fact there were a lot of these hanging 
decorations, and I noticed that under every one the wood 
was damp and rotting. x 

Inside we were met with an army of smells and a 
tanglework of cobwebs. Damp smells, boat smells and 
regular river smells. The windows were a sight of 
course. Dust and dirt an inch thick, and some facetious 
kids had written with their fingers on the outside of 
them. It was plain to be seen that the old shack would 
need a pretty good overhauling before we could call it 
our week end home. 

Eventually we found our motor boat just as we had 
left it last fall when we wrapped it up for the winter 
and said good bye. The “tarpaulin” was rather damp 
but we felt that the old boat would look just as goed 
as ever, and with nervous fingers we undid the covering. 

And there she lay. 

But she was not exactly the same boat that we thought 
she was. We had been dreaming all winter of the splash 
we were going to make this year when the “Sweet 
Evening Breeze’—that’s her name—floated grace- 
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fully into the water and we started the engine going. 
In fact we were somewhat surprised with what con- 
fronted us. 

Was All Scratched Off 


HE “Sweet Evening Breeze” had not been touched 
all winter and Jim and I noticed that the sides had 
been scraped a little and then remembered what had 
happened the day when we ran into shallow water and 
some of the paint had been scratched by the rocks. The 
interior wood work also looked a little pecked and here 
and there showed signs of age. Some of the paint h:" 
begun to peel and you know what that means to a boat. 
“Jim, what do you think,” I ventured. ‘Think she 
looks as good as she should? You know this is leap 
year and at our age maybe our chance for a proposal 
or two but we will have to give Cupid a little boost. I 
was kind of thinking that the old Breeze would be the 
booster but she looks a trifle shop worn, so to speak.” 
“Paint” answered Jim. ‘“That’s what she needs and 
needs bad. Got to give her lots of it too.” He rubbed 
his hands along th2 side and off came a snow storm of 


Painting the 
big stack on 
a steamer 














paint. She had just been waiting for a friendly hand 
to find what a terrible mess she was in. 

I was glad that we had come to the boat house early 
in the year. It meant getting the boat ready that 
much sooner. And now that we had to paint it I cer- 
tainly was glad. 

Well to make a long story short we got back to the 
house at about four o’clock in the afternoon and we 
had been all over that boat from stem to stem. We 
measured, estimated, looked at her working parts and 
made several startling discoveries and did a lot of sur- 
prising. We were plum tired out, too. 

“Jim,” I says, “we need a lot of things for the “Sweet 
Evening Breeze.” 

“Yes,” answered Jim, “and among them is a new 
name.” Jim always hated that name. Thought it was 
too sissy. I liked it myself, in fact I was the one that 
had done the naming in the first place, but I was will- 
ing to let him have his way this year. 

“All right,” says I. “We'll change her name to Claude 
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if you want it, but don’t go and propose anything like 
Penelope. Sounds too much like something to eat.” 

Finally we settled on “Sweet Briar.” That was the 
name of Jim’s pipe and I heard of a fast horse named 
that once. 

Then came the question of paint and motor parts. 
We wrangled and quarrelled until about two in the 
morning over the color of the paint and decided to 
leave that up to the man who sold us the paint. At 
length we decided that Monday we would make a trip 
to the store and buy paint, varnish, new canvas, and 
in fact everything we needed including motor parts and 
we were going to make but one trip. Therefore we 
picked out one good hardware store where we could 
buy everything in one trip and save time, expense, and 
besides get a lot of good prattical advice. 


I Met Alf on the Street 


BOUT a week later who should I meet on the street 
but Alf. Alf is president of the club and he had 

been down to the shack Wednesday afternoon. He 
started and I assumed the bored look that indicated 
superior knowledge. However, halfway through his 
beautiful descriptive sermon I woke up with a start. 

“And we are going to repaint the house both inside 
and out and I am going to try to get everyone in the 
place to paint their boats new this year so we will 
look respectable. In fact I’m going to rechristen my 
boat.” He concluded with pardonable pride. 

“What are you going to call her, Alf” I inquired. 

“Sweet Briar” he answered and then the fun began. 

Well, the end of the discussion was that we let him 
keep “Sweet Briar” for a name and we changed. You 
know you got to let the president do what he wants be- 
cause he never gets re-elected and gets no salary. 

Next summer you will see us riding around in a 
slick little water displacer with the name “N C 4” on 
both sides. “Jim says it would have been as sensible 
to have called it “H20” but I told him no. It would 
have been just as sensible if we hadn’t fixed it up, 
though. 


Notes of the Trade 


The American Thermos Bottle Co., 35 West Thirty-first 


Street, New York, with plant in Connecticut, is having 
plans prepared for its proposed plant at Huntington, W. 
Va., estimated to cost over $2,000,000, including equipment. 
William B. Walker is president. 


The Leonard Tractor Co., manufacturer of farm trac- 
tors, Gary, Ind. has bought 106 acres at Griffith, Ind., five 
miles south of Hammond and three and one-half miles 
southwest of Gary. A $200,000 one-story steel structure, 
100x250 ft., will constitute the first unit of the manufactur- 
ing facilities contemplated. 


The Stanley Insulating Co., Great Barrington, Mass., 
non-breakable thermos bottles, has adopted a group bonus 
plan that will include all employees. Under this plan the 
employees are given the chance to increase the companys 
output, the more bottles turned out the more money re- 
ceived by the employees. 


On Washington’s Birthday 150 shon and office employees 
of the C. S Bird & Son, East Walpole, roofing papers, 
spent the holiday with picks and shovels in the freight 
yards at Valley Falls, R. I., where snowed-in cars with 
materials for the company were located. Fifty employees 
of the New Haven Railroad co-operated. 


The H. S. Chadbourne Co., Milford, with a capital of 
$20,000, consisting of 200 shares having a par value of 
$100 each, of which 150 are issued, has been incorporated 
under Massachusetts laws, to deal in hardware. Ferdinand 
S. Adams is president, and Harry C. Chadbourne, treas- 
urer. 
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Ihe present exchange rates between the 
United States and Canada are hanging a handi- 
cap on the business men of both countries. 

Canadians who meant to buy our goods are 
forced by this exchange rate to give more than 
they want or ought to pay. Our producers are 
eternally up against this new obstacle in 
selling. 

The situation is serious, and is unfortu- 
nately the cause of increasing bitterness. Those 
who juggle exchange rates are undoubtedly 
making money out of the situation, but they 
are causing the loss of a lot of business to this 
country, business that Canadian merchants are 
really desirous of placing in the United States. 

Read the following letter. There’s a punch 
in it: 

Markham, Ont., Feb. 21, 1920. 
HARDWARE AGE, 
Dear Sirs: 

We are returning your subscription 
card unsigned. HARDWARE AGE is useless 
to us as long as our dollar is worth less 
than 100 cents to you. We are buying 
everything we can made in Canada, and 
what is not made here we are doing with- 
out. 

The writer is nearly 50 years old, a grit 
in politics, and since he has been a school- 
boy, a free trader (under certain minor 
restrictions). To-day I am prepared to vote 
to make the import duty against American 
goods 100 per cent, and let down the bars 





Our Policy For Canadian Dealers 


altogether to Great Britain and Belgium, 
and the woods here are full of fellows 
like me. 
Yours very truly, 
ALBERT WIDEMAN. 


Now HARDWARE AGE has something to say 
to Mr. Wideman. In talking to him we are 
talking to the hardware merchants of Canada. 

We think, sir, that the per capita wealth of 
Canada in property and in natural] resources is 
greater than the per capita wealth in the United 
States. 

We think your dollar is worth just as much 
as ours. However, powers over which we have 
no control have decreed what the temporary 
retarding influence of exchange rates shall be, 
and unfortunately we have to do business 
through banks on rules made by bankers. 

If our subscription income ran into such 
amounts as does our advertising income we 
would be forced to bow to the mandate of the 
money kings, as do the hardware manufac- 
turers in this country. 

Considering the amounts involved, we can 
and are exceedingly glad to advise you that 
Canadian money will be received at par in pay- 
ment for subscriptions to HARDWARE AGE. 

We wish it were in our power to put Canadian 
currency where it rightly belongs in all our 
markets. Beginning here and now Canadian 
coin is worth 100 cents on the dollar in pay- 
ment for subscriptions to HARDWARE AGE. 








Notes of Interest to Hardware Men 


M. S. Ramsey, for the past eight years traveling repre- 
sentative for the Pennsylvania Lawn Mower Co., 1s now 
connected with the Pontiac Lawn Mower Co., Detroit, 
Mich., in the capacity of sales manager. 

A. H. Ambrose, formerly assistant advertising and sales 
promotion manager of the Associated Manufacturers Co. 
of Waterloo, Iowa, is now the advertising manager of the 
Radiant Manufacturing Co., Sandusky, Ohio. He will con- 
duct a vigorous campaign for the company’s light and 
power plants. 

Announcement has been received that F. G. Mauthe, for 
many years well known in the tire industry, has been ap- 

inted sales manager of the Syracuse Rubber Co., Inc., of 

yracuse, N. Y. 

The India Tire and Rubber Co. of Akron, Ohio, has es- 
tablished a distribution center at Dallas, Texas, to be 
known as The India Tire Co. of Texas. 

Mr. I. D. Cross, who has been representing the North- 
western Chemical Co. of Marietta, Ohio, in the Western 
states, was recently promoted to western sales supervisor. 

Morton McDonald, prominent hardware dealer of Colum- 
bus, Ohio, died recently from pneumonia following influ- 
enza. He had been engaged in the hardware business for 
over 30 years and was 55 years old. 

The Joseph H. Goldcamp Co., Lancaster, Ohio, has been 
organized with a capital of $175,000 to take over the busi- 
ness formerly conducted by Joseph H. Goldcamp under 


that name. The company will deal in hardware and auto- 
mobiles, and contemplates the erection of a garage on 
property recently purchased by it. 


Charles Armstrong, Logan, Ohio, has disposed of his tin- 
ware business to John Buchanan and Homer D. Armstrong. 
The purchasers will remodel the premises and put in a 
large stock of hardware, and will do business under the 
name of the Armstrong Hardware Co. The tinware busi- 
ness conducted by Mr. Armstrong was established in 1838. 


The Juvenile Furniture Co., Hamilton, Ohio, has been 
organized by Emil Olinger, George and Charles Tann. The 
company will manufacture furniture for children’s use. 
The plant will be located for the present at Ninth and 
Heaton streets. 


J. S. Ridenour, hardware dealer of Jackson, Ohio, has 
disposed of his stock to his son Walter and Harry Johns- 
ton, who will in future conduct the business under the 
name of the Ridenour-Johnston Hardware Co. The busi- 
ness was originally started before the Civil War, and was 
purchased by Mr. Ridenour in 1886, who has conducted the 
business continuously since that time. 


The Ashland Paint Co., Huntington, W. Va., has pur- 
chased the property of the S. K. Manufacturing Co. of that 
city and will move to the new location after improvements 
amounting to $25,000 have been made to the property. This 
company has recently been reorganized by Ohio capitalists, 
who plan to establish a color plant. 








Show Card 
Writing for 
the Beginner 


shall I get a painter at any price?” This will be the 
problem for the householder. 

All records will be broken in paint sales this season 
because most people will be compelled to do their own 
painting. This will make a lot of new customers for 
the hardware man who is far-sighted enough to be 
ready with a good stock of ready-mixed paints. 

There is a certain fascination about manipulating a 
paint brush and more people would do their own paint- 


Any one in the ing (especially interior work) if they only knew what 


¢ rf to buy, where to buy it and how to apply it. 
fami ly Can use i An old painter was asked one day by an admiring 
; , spectator, “how he mixed his paints.” He replied, “with 
b fc | : { h brains.” 
y O owing e To-day there are many brands of mixed paints on 
‘ the market which were mixed “with brains” and if 


e e 
Ba directions the hardware merchant will use as much judgment in 


5 displaying and selling his paints as the manufacturer 
has in mixing them he will make more friends through 
. his paint department and show a larger balance in the 
. ; di : atl bank. 
anne ; ' The question is how are we to go about instructing 
HIS Spring it will not be a case of hiring a painter our customers how to use prepared paints? 
at $8 or $10 a day to paint your house because First of all “make a noise on some show cards” that 
you naturally expect to pay some fabulous sum of you carry a complete assortment of paints, stains, var- 
money for that labor, but it will be a case of “where _ nishes, etc. Set aside a certain portion of your windows 


e 


fe 


An easy yet forceful alphabet to use 


a Ff Kk PpUuZ 


ImRrW 
id ili Nn SsXx 
Ee Jj Oo Tt Yy 


92 





March 18, 1920 


for a paint display which should be re-trimmed at 
least twice a week during the season. Appoint some- 
one in the store who is well informed and competent to 
answer ordinary paint questions. Place a show-card in 
the window with the following: “INFORMATION 
GIVEN ON PAINTING” ASK OUR PAINT MAN. 
Or something like this: “Headquarters for BROWNS 
Ready-Mixed Paints.” Another one might read: “Do 
Your Own Painting. 100 Paint Questions Answered. 
Advice Cheerfully Given.” Another good advertising 
scheme would be to start a series of show card in- 
structions on what paints are made of, for instance: 
Tell them what White Lead is, What Varnish is made 
of, what is the difference between Raw and Boiled Lin- 
seed Oil, which is the best for Outside or Inside use, 
etc. 
This Letter Is Easily Made 

THE mongrel Roman alphabet shown here is selected 

on account of its bold face and straight lines being 
absolutely free from any “spurs” or fancy strokes 
which are so characteristic with the Full Roman alpha- 
bet. Some of these cards were lettered in fifteen min- 
utes time, of course, this would be impossible if Full 
Roman letters were used. 

The main thing for the beginner to remember is just 
where each letter should be THICK and what proportion 
should be THIN. Take the letter “H,” for instance, the 
center stroke being thin and the two upright strokes 
thick. Now if the center stroke were of the same thick- 
ness as the two upright strokes the letter would be a 
heavy EGYPTIAN instead of a Mongrel Roman “H”. 

The reason this alphabet is easier to learn than the 
Full Roman or Egyptian, is that there is no definite 
rule for the thickness of each stroke so long as the 
thick and thin rule is carried out. This same rule ap- 
plies to the Lower Case letters. Another very impor- 
tant thing to remember is the rule governing the spac- 
ing of words and letters. These letters which are 
“heavy” in their construction require more space than 
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letters which are light and more easily condensed. 

The width of the letter “I” is the proper space be- 
tween each letter, and for space between words allow 
the. width of the capital letter “H.” Cut a little 
piece of cardboard the exact width of these two letters 
and let them act as a guide to help you in laying out 
your lettering. Some beginners find difficulty in keep- 
ing their upright strokes from LEANING TO THE LEFT OR 
SLANTING TO THE RIGHT. This may be overcome 
by using a straight-edge or yardstick, keeping the 
brush close to the straight edge while drawing the 
upright strokes. This will eventually train the eye and 
you will find out as you become more proficient that 
the training of the eye is of much more importance 
than the training of the hand. Another way to train 
the eye to properly gage distances is to try and 
“strike” the center of different obiects, for instance, 
take a card say twelve inches long and see if you can 
place a pencil mark exactly in the middle of the card. 
You will soon be able to do it with a little practice. 

Be sure to leave plenty of margin around your cards. 
The exact width of margin naturally depends upon the 
size of your card. 

On a show card larger than a quarter sheet (11x14), 
the marginal line should be at least 1'5 to 2 inches 
from the outside edge of card. The wider the margin 
the neater the card will appear. DON’T TRY TO FEATURE 
EVERY WORD ON YOUR CARD IN LARGE TYPE IF MORE 
THAN SIX LINES OF LETTERING ARE NECESSARY. 

Don’t Crowd Your Card 
A LWAYS bear in mind.that small lettering with lots 
e of space surrounding same is more conspicuous 
than large lettering crowded in small space. 

While the show cards in this article were all done 
on white cardboard and shaded in GREY color on account 
of reproducing, it is better to use different colors or 
tints for paint show cards as a white card will show 
every finger mark. 


Note the effective illustrations and bold lettering 
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The Value in 


Paint Turnovers 


URNOVER is the test of a distributor’s 
merchandising ability. Sales volume 
that runs into five figures with a dollar 

mark at the head of the line doesn’t mean a 
thing in the way of profits unless there is back 
of those figures a turnover of sufficient fre- 
quency to leave cash in the till after the cost of 
doing business has had a crack at the total 
contents. 

The secret of a successful paint department 
is turnover. Paste that in your hat until it 
sticks and you are on the right road to a busi- 
ness that will be worth something to you. 

The hardware dealers of this country ure 
selling most of the paint sold in America. Some 
of them are cleaning up a good profit, others are 
losing money hand over fist in the paint depart- 
ment, and don’t know it. 

A good distributor is a money maker, other- 
wise he is a menace to the paint industry. 
There are a few sterling facts that ought to be 
foremost in the mind of the man who wants 
his paint department to be a help rather than 
a drag to his business. 

If you do not have a bookkeeping system 
that permits you to know just exactly what 
your paint sales amount to every month, change 
the system. When you know what you are 
doing you will have sales marks at which to 
shoot. The target may be surprisingly small. 
If you are not turning your paint stock in ex- 
cess of three times a year you must change 
such a condition or acknowledge that you are 
a dub distributor. 

One of the commonest reasons for failure to 
turn stock is too much stock. This does not 
mean that a dealer has too many cans of paint 
on his shelves. It frequently means that he 
has too many kinds of paint. A well-known 
Western dealer who faced this very problem 
two years ago had eight different brands of 
paint and varnish in his slow moving stock. 
He knew but little about any of them, perhaps 
that was why it had been easy to sell him the 
whole lot. In two years he has cleaned house 
and last year he turned his stock over six 
times. 

He says, “Get a line of paint that gives you 
a full line of specialties, and then push it.” 

Then this man who sold $32,000 worth of 
paint last year from less than a $5,000 stock 
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came to the conclusion that a preacher who 
fails to practice is a living liar to his sales 
talk. 

Paint your store, inside and outside, and 
keep it painted brightly or admit your relation- 
ship to old Judas. 

Paint your wagons and your car and keep 
them painted or they will advertise your lack 
of faith in the paint you are trying to sell other 
people. 

Put your paint in an important place in your 
store. A stock that can be readily turned five 
or six times a year doesn’t belong back where 
the light is poorest and the store litter most 
pronounced. 

Put one man in charge of your paint depart- 
ment. If it isn’t large enough to demand one 
man’s time, that should be sufficient evidence 
that it needs some added selling energy. A list 
of the live paint prospects among the customers 
of any hardware store will keep one man busy 
for months, and a man who is assigned the 
privilege of pushing up the paint sales will 
post himself until he can make a dent in any 
sort of a community. 

Keep your stock fresh. Old stock is an evi- 
dence that someone is asleep on the job. 

Carry a good line of brushes. You never 
saw a good tooth paste business in a drug store 
that refused to sell tooth brushes. The dealer 
who has a good paint business and refuses to 
carry a full line of brushes is doing all he can 
to lose that paint business. 

Paint ought to be displayed in your windows 
from January to January. The dealer who 
lets down on his endeavor to land paint orders 
any month in the year does not know his busi- 
ness. There is a lot more paint sold for in- 
terior use than is sold for outside use. The 
surface to be painted inside is just about three 
times as great as that on the outside, and the 
profitable specialties are all “inside stuff.” 

Paint ought to be vigorously advertised lo- 
cally from March to November. 

*One of the best hardware paint distributors 
in this country uses a daily paper once a week 
and a weekly paper once a month for paint 
advertising, and he gets a local touch with 
those ads. 

The manufacturers get out some rattling 
good ads for their distributors, but they do 
not mention the new jobs in your community. 
They don’t quote local people, they don’t re- 
mind the folks you want to reach of the people 
you have supplied. 

The painting of the buildings on Bill Jones’ 
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big stock farm may mean more to your people 
than a coat of red on the Brooklyn Bridge. 

Then make that paint department attractive 
to women. They buy the inside paint and pick 
out the colors for the outside job. Woman is 
a powerful influence behind every pint of paint 
sold. 

Don’t knock your competitors. Show by 
logical] argument and demonstration that your 
paint is as cheap per square foot. One logical 
argument is the weight per gallon. Another is 
the way a paint measures up to the require- 
ments on Government orders. 

An hour’s visit from a paint salesman is 
usually an evidence that the dealer doesn’t 
want to learn. Hold that expert for half a 
day. Hang on to him overnight, if possible. 
Urge him to tell your paint man all he knows 





and then pump him for more. You must sell 
yourself before you can sell a customer. 

It is good business to know how many square 
feet of painting can be done with a gallon of 
your paint. Very essential knowledge, but 
know the pigments, know the proportions, 
know the value of each part of a paint and their 
correlated value. There is too much surface 
knowledge, too much hot air, too much guess- 
work in paint selling. The man who goes deep 
into the study of paints is the fellow who makes 
a profit out of intelligent appreciated service 
to his community. 

The wise paint dealer goes in for the special- 
ties. Straight old house paint, or its poorer 
cousin barn paint may pay the rent, but the 
profit in specialties must not be overlooked if 
you are to reap benefits of your territory. 




















Paint as a Preservative Is 


Idea of Manufacturers 


Who Have 


Adopted Unique Slogan in Sales Drive 


There could be no better evidence of this than the 
very fact that its members have organized one 
of the biggest and best cooperative advertising cam- 


Tt paint and varnish industry is “on the move.” 


paigns ever attemped in this country. This advertis- 
ing campaign which is now appearing regularly in 
national publications is backed by a fund of nearly a 
million dollars. The advertising with which the trade 
is now familiar is driving home the slogan “Save the 
Surface and You Save All—Paint & Varnish” in all 
communities throughout the land. Stop and think of 
this for a moment. Here is a whole industry which 
has gotten together and subscribed nearly a million 
dollars, not to promote individual brands, but to pro- 
mote the services of an entire industry. It means that 
the paint and varnish industry is alive to a big oppor- 
tunity. It is alive to the fact that the people of the 
country do not understand the value of the service of 
paint and varnish products, and that by making them 
understand the business can be doubled, tripled or 
quadrupled. 

Since the paint and varnish industry inaugurated 
this great nation-wide campaign there is not a town 
or a hamlet that has not seen a record demand for paint 
and varnish during the last six months. And the busi- 
ness indications this Spring are better than ever in 
history. Dealers are anticipating demand and are 
pressing for delivery. They have big orders in the 
hands of the jobbers and manufacturers, and many are 
placing duplicate orders as the new building boom and 
the even bigger repainting demand loom big on the 
horizon. Paint manufacturers, varnish manufactur- 
ers, white lead corroders, etc. are all increasing produc- 
tion—production in the face of high cost of building 
factories, high cost of buying machinery and high 
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wages of labor. When almost every other business is 
already showing signs of caution and retrenchment, 
the paint and varnish industry is moving on the up- 
grade of expansion. Many manufacturers have re- 
cently expressed themselves in the trade papers as an- 
ticipating a steady increase of business for several years 
to come, irrespective of a possible slump in other lines 
of retail business. This cannot be classed as the usual 
“Spring optimism” if they back up their statements by 
building new factories and buying new machinery 


Why Is the Paint Industry Confident of the Future? 


HE most salient reason why these manufacturers 

are confident of the future is because they see an 
awakening consciousness on the part of the public to 
the necessity of paint and varnish as preservatives. 
The public is being aroused. Many property owners 
have stated that the advertising which is being done 
by the co-operative campaign is putting the question of 
painting in an entirely new light, and that instead of 
looking upon paint and varnish as expenses to be post- 
poned, they now look upon them as economies to be 
practised regularly. People, generally, are beginning 
to realize that by postponing painting they are cheat- 
ing themselves. 


What Does All This Mean to You? 
F the paint business in general is increasing, it means 
that business for the dealer is increasing. Wliere- 
ever a dealer is alive to the situation in his community, 
and has the initiative to turn the new feeling into sales, 
this movement is resulting in big volume in paint and 
varnish sales. It means that many a dealer is waking 
up to find that the paint line is the best line in his 
store. It means that many a dealer is realizing that 
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there is no other business in his community that has 
the possibilities of the paint and varnish business, with 
the exception of food, clothing and possibly drugs. 
Three out of four structures in every community in 
the United States are in need of paint to-day. Any 
dealer who carries a line of paint and varnish prod- 
ucts can make that line a veritable gold mine. He can 
make it the mainspring of his business. It is all 
wrong for a dealer to look upon paint and varnish as 
a side line when there is no other line in his store, 
whether he be situated in a farming locality or a 
suburb of a great metropolis, which has the sales pos- 
sibilities that the paint and varnish line has. 

If you are in an agricultural community among your 
best lines are farm implements and automobile acces- 
sories. If you are in an industrial community, ma- 
chine tools and factory equipment are big lines. And 
in any community there is always a good business in 
new furnishings for the home, electrical equipment, 
stoves, ice-boxes, kitchen utensils, etc. But not one of 
these lines or any other that the average hardware 
dealer carries has the universal sales possibilities that 
“paint and varnish” has. And this holds true of the 
whole country. That is one thing about paint and var- 
nish—wherever there are structures there must be 
paint and varnish. And there is a “repeat order’ busi- 
ness in paint and varnish that comes around every four 
or five years just as regularly as clockwork for the 
dealer that has his trade well in hand. 


What Is the Effect of Volume on the Dealer’s Business? 


VOLUME is the word that means profit in the end. 
Volume also, in the end, means greatest margin 
of profit. For the very definition of sales efficiency is 
the greatest volume of sales for the least effort in 
terms of money. If you analyse your business you will 
find that your net profit is created by those lines which 
are “salable” lines, which dre in demand, and which 
move, rather than the great number of lines which 
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T isn’t merely what 
kind of paint and 
varnish you require for 
different things, but 
how it should be used. 


F you value the ex- 
perience of master 
painters who have 
served long at the busi- 
ness, let us help you. 
Weare ready to discuss 
your paint and varnish 
problems — any time! 
Estimates gladly fur- 
= nished without obliga- 
tion on your part. 


(IMPRINT) 


Our experience as 
master painters will ac- 
tually Jessen ypur 
painting expense in the 
long run because our 
work J/asts. 

And remember—we 


@ furnish estimates 


without obligation. 


(IMPRINT) 








OWADAYS, 
every man to 
his trade. 
Painting is our 
life-work. 
We are master 
painters. 
Consider what 
assured satisfac- 
. tion means when 
You can expect this you have painting 
service from us. We > and varnishing to 
are master painters. do. 
Estimates furnished Let us esti- 


} othe mate for you. No 
without obligation. obligation. 


_ you en- 
gage a master 
painter you havearight 
to expect the best pos- 
sible workmanship — 
and the use of his spe- 
cialized knowledge on 
every point. 
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Suggestions for ads 


stock your shelves and for which there is an occasional 
varied demand. These latter lines may pay large per- 
centages, but those percentages are often eaten up by 
overhead when the overhead is equitably distributed 
over the items. Take away the “best sellers” and the 
cost of doing business on the hundreds of miscellaneous 
items which you carry is very high. Your “best sell- 
ers” are the lines which are carrying all of the other 
hundreds of lines that stock your shelves, but which 
do not move, and on which the turn-over is very, very 
slow. The percentage of profit stays on the shelf with 
the goods. 

Every dealer who recognized the importance of de- 
veloping volume in certain special lines which he is 
carrying should be interested in the Save the Surface 
Campaign as a means of helping him develop, that vol- 
ume in his paint and varnish lines. The Save the 
Surface Campaign was created for the purpose of de- 
veloping volume along sound, economic lines. Its first 
result has been to increase everywhere the “salability” 
of the paint and varnish line. The campaign will be 
kept up year after year until the salability of paint 
and varnish is completely established. 

But “salability’” does not mean “sales.” The horse 
is being led to the trough with more of a desire to 
drink than he ever had. It is up to the dealer to make 
him drink. It is up to the dealer to convert the new 
favorable attitude towards paint and varnish into sales 
of paint and varnish products. Many dealers through- 
out the country realize this. Everywhere there seems 
to be increased activity in selling paint and varnish. 
Many dealers are fast approaching real volume. They 
have it in their power to make this new volume per- 
manent. 


What We Must Do to Get Volume 


Be we ali realize by this time that volume for the 
dealer will not come of its own accord. The sala- 
bility of paint and varnish can be brought only to a 
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certain point before the dealer must take hold. Paint 
and varnish will not sell themselves as do many other 
commodities. When a man needs a hammer or a saw, 
he goes and buys one, but when his property needs sur- 
face protection, even though he may realize the danger 
of loss, he is slow to take definite action. He will post- 
pone for one reason or another until the way of protec- 
tion is made easy for him and the job sold. The dealer 
is the logical one to place the matter before him. And 
now, when the dealer does this, he has the force of the 
Save the Surface Campaign behind him, as well as the 
background of the advertising and the performance of 
this industry through centuries. 

The biggest asset of the paint dealer to-day is the 
awakening of the public conscience to the real value of 
paint and varnish which has resulted and will continue 
to result from the Save the Surface advertising. It is 
all in your interest. But it requires enterprise on your 
part. It requires, first, equipment to handle the busi- 
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ness when you get it. It requires a paint department 
or at least someone that knows the business. It re- 
quires advertising. It requires follow-up letters. It 
requires personal salesmanship. It requires aggres- 
siveness and persistence. None of these qualities are 
eliminated by the Save the Surface Campaign. The 
necessity for them is only increased, but their reward 
is likewise proportionately increased, and the dealer 
who has the foresight to see the opportunity and the 
enterprise to go after it, will be repaid now as never 
before in the history of the trade. Opportunity is 
knocking. Let her in. 

Any dealers who desire to go into the matter of 
methods of building bigger business in the paint line 
by cashing in on the Save the Surface Campaign can 
get all the help they need by communicating with the 
Paint Department of HARDWARE AGE, or with the Save 
the Surface Headquarters, Bourse Building, Philadel- 
phia, Pa. 


Auto Strop Not In Combine 


March 8, 1920. 
HARDWARE AGE, 
239 West 39th St., 
New York City. 


Gentlemen: 


In your issue of Feb. 19, page 99, in reporting 
Major Simmons’ speech at the Pennsylvania and Atlan- 
tic Seaboard Hardware Association, you quote him as 
follows: 

a? . and the American Safety Razor Corpora- 
tion, which latter owns the combined Gem, Star, Ever- 
Ready, (and I think lately) Auto Strop Razor Com- 
panies.” 

We desire to say that neither this company nor any 
of the controlling stockholders have bought, sold or 
combined in whole, or in part, with any individual or 
any other company. 

We assume you will publish the above statement in 
your next issue. 

Yours very truly, 
AUTO STROP SAFETY RAzOR Co. 
N. R. MAAs, 
Vice-President. 





March 5, 1920. 
EDITOR THE HARDWARE AGE, 
New York City, N. Y. 
Dear Sir: 

Your issue of February 19 reproduces remarks 
made by me at the Philadelphia Convention of the 
Pennsylvania Atlantic States Hardware Association 
on February 10, in response to an invitation from 
that Association to give its members the facts concern- 
ing the New Winchester Plan as I see them. 

In that statement which was reproduced by you, I 


mentioned a number of enterprises in which Mr. Whe- 
lan and his associates were interested, including “The 
American Safety Razor Corporation, which latter owns 
the combined Gem, Star, Ever-Ready, (and I think 
lately) Auto Strop Razor Companies.” 

I am in receipt of a letter from the Auto Strop Safety 
Razor Company by its Vice-President Mr. N. R. Maas 
under date of March 3, referring to this article, and 
informing me that “Neither this Company nor any of 
the controlling stockholders have bought, sold or com- 
bined in whole, or in part with any individual or any 
other company.” 

I have written to them that I am glad to learn that 
the information to which I referred and clearly indi- 
cated had come to me indirectly as a recent report (I 
was careful enough to qualify the statement by saying, 
“I think lately, etc.”) is contrary to the fact, and now 
is shown by Mr. Maas to be inaccurate. 

Though I understood when accepting the invitation 
to address this meeting that I would speak at an execu- 
tive session, and not for publication, inasmuch as my 
remarks have been published, I feel it fair to the Auto 
Strop Safety Razor Company, whose Razors we have 
sold for many years, that any impression unfair to 
them which might have arisen from the publication of 
my statement, should be corrected. 

Mr. Maas advises me that he has communicated with 
you, and I trust that you will see your way clear to 
inform your readers of Mr. Maas’ statement quoted 
above. 

I have notified all of our salesmen to do their best to 
correct any inaccurate impression which may have 
reached the trade. 

Very truly yours, 
GEORGE W. SIMMONS, 
Vice-President. 








Sell More Paint This Year Than Ever Before 





















Co-operating with Local Authorities 
No. 1 (3 cols. x 9 in.) 


About this time of the year many 
municipalities inaugurate “Clean-up” 
and “Paint-up” weeks, during which 
residents are urged to both clean up 
their premises and improve the ap- 
pearance of their property by painting. 

Here is an ad used by Sell-Atkins 
which ties up to the local campaign. 
The layout of this ad gets attention 
at a glance, the cuts at top and bottom 
carrying the suggestion of spring 
cleaning up and painting up after the 
stress of a heavy winter, and conse- 
quent building sapere inactiv- 
ity. 

A number of special brands are 
featured in this ad, and it will be 
noted that there is no lack of price 
quoting. It will be also noted that at 
the close of the ad brushes are fea- 
tured and wall paint mentioned. 

Spring is the logical time for paint- 
ing and when the painting up appeal 
is reinforced by the appeal of civic 
pride your ads are exerting the max- 
imum force. 


Featuring Paint Service 
No. 2 (1 col. « 9% in.) 


There was a paint service ad recent- 
ly used by the Jones Hardware Co. of 
Fulton, Ind. It is the idea of this 
well-written ad to show the reader 
that the Jones store is prepared to 
offer complete paint service. 

The main appeal of the text is de- 
signed to reach two types of paint 
buyers. First, the man who wants 
the highest grade of house paint, and, 
second, the man who does not care to 
pay top prices and is content with 
paint which, although not equal to the 
higher grades in covering ability or 
Wearing qualities, will, nevertheless, 
enable the home owner to secure a 
satisfactory job. 





Publicity for the Retailer 


Snappy Ads Which Will Sell Paint for You—Incorporating the Store 
Paper Idea in the Newspaper 


This Jones ad also makes two or 
three references to fair prices on all No. 3 (3 cols. x 6 in.) 
paints and accessories and winds up 
with the effective slogan represented 
by the closing paragraph of the ad. 





Spring Painting Up 











City Commission Says it’s Up to You 


Clean up time means clean-up and paint-up. Many have found that 
it was expensive to put off painting last year. Ittakes more paint 
now. So don’t put it off any longer. 


The paint that has stood for years, $3.25 per gaflon. 
COLOVAR, the varnish stain that can be applied by 
any one with good results. This is made in fourteen 
different colors 

VARNISH. We have varnish for every purpose. 
Our linoleum varnish will make your linoleum last 
much longer and preserve its colors. 





SEWALL’S PURE LIQUID PAINT 
CARTER'S Pure White Lead, $13.50 per cwt. Some people prefer 
to mix their own paint. We have lead and oil. 


BRUSHES. From the small stri ping brush to the large kalsomin- 
ing brushes from 10c to $5.50, and don’t forget to order some ALAB- 
ASTINE, 5 pound package, 75c. 


"2" SELL-ATKINS 
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Tying up to the local paint-up campaign 
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This Wood-Davis paint ad starts off 
by calling attention to spring as the 
ideal time for painting up and then 
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per carefully. You'll find that it con- 
tains usable ideas for both your store 
paper and for your newspaper public- 
ity. 

Using the store paper in newspaper 
advertising is getting to be very pop- 
ular this year, and from all reports 
results follow where it has not been 
used excessively. People always like 
to see a “newspaper inside of a news- 
paper” for some reason, and it quick- 
ly catches the eye when given the 
proper position in the daily. 

Many items can be gotten into the 
store paper that would be lost in a 
regular advertising space. And the 
attention of the reader is gained 
through the novelty of the store pa- 
per appearing in your space so that 
they are read. Of course you should 
make the page which you reproduce 
excellent in every way and brighten it 
up with headings and little personal 
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Swing Into Line 
With The Spirit of 
Spring And Do Your 
Painting Now. 
We Have a Full Line 
Of Things You Need. 
Let’s Make 
SANTA FE 
A Clean Place to 
LIVE IN! 


HERE’S THE PAINT YOU'VE 


BEEN LOOKING FOR PAINT AND KALSOMINE, 


BRUSHES AND MOPS, 
Alt Help To Make Things Look 


Put up in large and small 
cans so that you can get just 
the quantity you need for that 
particular painting job you have 
in mind. No use talking about 
the quality because we'll guar- 
antee every drop of-Paint bought 
in our store. Ali colors and 
shades in any quantity you de- 


Better and Brighter 
And to make house cleaning a 
pleasure. We have modern 


equipment for the Housewife 


WOOD-BAVIS 


HARDWARE CO. 
“IF IT’S HARDWARE WE HAVE IT” 


A story of paint and paint service 


Ya 
WHITE LEADS OF 
STANDARD QUALITY 


goes on to feature what the firm con- 
siders an attractive buy for both the 
small and large paint user. 

Painting accessories, brushes, mops, 
etc., are featured in a separate panel 
and suitable illustrations used in each 
case. The designed head at the top 
of the ad is a stock cut and serves to 
tone up the appearance of the ad as 
a whole. 


A Store Paper in the Newspaper 
No. 4 (3 cols. x 11 in.) 


From time to time we have made 
reference to the idea worked out by 
several hardware dealers of adapting 
the store paper idea to the newspaper. 
We have shown several very good ex- 
amples of this idea in actual practice, 
and here is another one from Sylvania, 
Ga. 

The Weekly Review has been used 
by Sharpe Bros. for the past two 
years and it has proved very success- 
ful. The manner in which the idea is 
worked out in this instance varies 
somewhat from the conventional make- 
up of the store paper. The Review is, 
in effect, sort of a continued story of 
customers’ doings and is chock full of 
personalities. 

You can imagine how customers 
search this ad for mention of their 
names, for there is nothing quite so 
pleasing to the average person as 
seeing his name in print. 

The two illustrations used in this 
ad would have shown up to better ad- 
vantage if the make-up of the copy 
had been so changed that the cuts 
could have been separated by a column 
of reading matter. They are too close 
as they stand now. 

Read over this newspaper store pa- 








touches whenever you can. 


A store paper run as a newspaper ad 








Sharpe Bros Weekly Review. 
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(Left over from last week : 
We have in the house shuck shell- 
ers that will shuck, shell and sack | 
from sixty to one hundred bushels of | 
corn per hour. Every large farmer! 
should have one of these shuck shell- | 
ers to run by engine powcr that: 
shell the corn after it has been husk- 
ed by hand. We have hand power | 
shellers as well as the old well known 
Black Hawk Sheller. If it is shuck 
shellers, corn sh lers, farm machin- 
ery implements, engines or corn mills 
see Sharpe Brothers. a, 
Willie Wood Evans was in town 
last Tuesday from Newingten and 
ealled on us for one of our Rotary 
Good Enough Dise Plows. We have 
a number of these plows running in 
the country all giving good and per- 
fect satisfaction. The “Rotary Good 
Enough” has a high frame which 
practically eliminates choking with 
litter, in fact it is probably the high- 
est disc plow frame made, which is 
all in its favor. It carries a 26 inch 
dise which is also better, being tw 
inches larger than any other disc’ 
plow. H 
We have in stock a dandy automo- 
bile plier. | 
Mr. T. C. Oliver called on us Tues- 
day for an Avery Plow. Carlton 
started with the Avery some two, 
years ago and now most of his turn 
plows are Avery. This is the testi- 
mony and experience of every man’ 
who tries the Avery. The Avery 
plow is made in the South at Louis- 
ville, Kentucky by Southern manu- 
facturers for the Southern trade. | 
Mr. Cary G. Arnett recently | 
bought a McDonald Pitless Scale of 
us. He says that he has several hun- 
dred head of cattle that he expects 
to begin to market during February 
and that he don’t propose to guess. 
as to what he is doing in this line. | 
He intends to know if he is making | 
or losing money. Every farmer: 
who runs as much as a three or four, 
horse farm should have a McDonald ; 
Pitless Scale. Don’t guess; know 
what you are doing. H 
We have some lint cotton suitable 
for making mattresses or quilts that 
we are offering at a reduced price. 
Mr. A. S. Mills called on us Wed- 
nesday for a Dixie Velvet Bean and , 
Pea Huller. This is the best bean 
and pea huller we have ever sold. 
The machine weighs six hundre* 
pounds and will stand the hard ser- | 
vice that a velvet bean puts on a hull- 
er. We carry them in stock all the 


time. Do business with us and see 
how you like our service. 

Last Saturday afternoon at two- 
thirty o’clock a Mr. Hankins made an 
address at the court house on the 
growth and culture of the peanut. 
He states the proper way to plant 
peanuts is in the hull; the hull hav- 
ing the proper elements to nourish 
and push off to a vigorous growth 
the young peanut. He recommends 
the Duplex Hopper on the Avery 
Shawnee Jr. Planter to handle your 
peanuts in the hull. Elsewhere in 
this paper we are running an: exact 
cut of the Duplex Hopper which we 
invite you to turn over to and exam- 
ine carefully. For the benefit of 
those who have bought Duplex Hop- 
pers of us in the past we are pleased 
to state that we are putting in the 
sweeps to handle your peanuts in th® 
hull and for a small charge you can 
equip your Duplex with these sweeps. 
The Duplex Hopper as shipped out 
regularly is not equipped with these 
sweeps for handling peanuts in the 
hull. If you expect to buy a plhn- 
ter this season we solicit your busi- 
ness. 

We have some Covington Toole’s 
Wilt Resistant Cotton Seed we ar® 
offering at $2.00 per bushel. 

We would call your attention to 
the importance of grading your cot- 
ton seed. In our opinion it is more 
important to grade them under boll 
weevil conditions than non boll wee- 
vil conditions. 


The grader takes out the black! 


scalp seed us well as the weak faulty 


i seed that have .vitality enough to 


come up and die later on. By the 
use of the grader you gef all strong 
vigerous seed which begets a strong} 
vigerous plant, which of necessity in- 
creases your yield as well as making 
improvement in your seed from year 
to year. The same principle is true 
in the human family. What makes 


business for our courts and fills up 
our jails? It is the seed. Plant 
pure seed and harvest accordingly. 

Charlie Dunean, a colored farmer 

customer from over the creek was in 
to see us Friday and bought an Avery 
Middle Buster. We believe that corn 
planted deep will stand more dry 
weather than corn planted shallow. 
The Middle Buster is the medium 
whereby this can be accomplished. 
| We have them in one and two-horse 
sizes, 
Pej you already have an engine we 
can sell you the equipment to use 
with this engine to make eleetric 
lights for your premises. Why buy 
a farm light system to generate your 
lights and pay big money, when you 
can use your engine, get the results 
and cut the cost 25 to 50 percent? 
If you would like to know about ‘t 
see us or write us. 

Mr. H. W. Bazemore called on us 
Monday for a One Minute Washer 
and a ball bearing wringer. The 
price of the One Minute has ad- 
vanced but we are retailing at the 
same old price. If you expect to buy 
would suggest that you do so for the 
price will advance when our stock on 
hand is exausted. We also have 
enough ball bearing wringers to ge 
around now. This wringer is light 
'in draft and a pleasure to operate. 


| 


Elsewhere in this paper we are 
| running a cut of the Shawnee Jr. as 
it regularly comes out to us with the 
exception that it shows the planter 
with a scooter opener and our stock 
has the sword opener. This planter 
will plant corn, cotton, velvet beans, 
| peas and peanuts, one at atime. As 
| stated above this Shawnee Jr. frame 
will carry the Duplex Hopper which 
‘ plants two things at one time. 
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NEW YORK 


Office of HaRDWAGE AGE, 
New York, March 15, 1920. 

HE local market is relatively dull at the present time 

largely because of the numerous railway embargoes 

that prevent deliveries as well as the receipt of much 
needed merchandise from factories. The present quietness 
is only temporary, however, and it is expected that there will 
be a very noticeable change within a fortnight. 


Retail dealers report very active business in spite of the 
great difficulty most of them experience in obtaining goods. 

The next few weeks will give a fair indication of the 
amount of building that is to be done, and this market re- 
port next week will be devoted to quotations on builders’ 
hardware. The present cost of material and labor is ex- 
pected to have a retarding effect on the amount of building 
that will be undertaken, but on the other hand the need 
of new houses and apartments is so pressing that it is ex- 
pected a good deal of so-called speculative building will be 
done. 

Price changes during the past week were as follows: 

The Snell Manufacturing Company, Fiskdale, Mass., ad- 
vanced prices on auger bits 10 per cent; on machine bits, 
25 per cent, and on gimlet bits, 20 per cent. 


Tucker & Dorsey Manufacturing Company, Indianapolis, 
have issued a new discount sheet, dated March 15, ad- 
vancing prices 10 to 15 per cent on woodenware and special- 
ties of their manufacture. 


Eagle Lock Company, Terryville, Conn., have advanced 
prices on cabinet locks, miscellaneous hardware and key 
blanks of their manufacture 10 per cent. 

Some local jobbers have advanced wood planes 25 per 
cent, and are now quoting rivets 20 per cent off, set screws 
45 per cent and cap screws 40 per cent. 


Brass and Copper.—This market remains somewhat quiet 
but is essentially firm. 


jase prices for not less than 100 lb. of a size from New York 
stock. High brass sheets, 26%4c. to 31%c. base; high brass wire, 
2644c. to 314%4c. base; high brass rod, 23%c. to 28c. base; seam- 
less brass tube, 32%4c. to 35%4c. base; seamless copper tube, 34c. 
to 37c. base; sheet copper, 30'44c. to 32%4c. base; qopper wire, 
Plain, 291%4c¢, base. 

_ Bolts and Rivets.—Buying interest for both of these items 
is good but not particularly active. 

Prices on bolts in the local market vary. Machine bolts 
% x 6 and smaller, 20 per cent to 25 and 5; larger and 
longer, 10 per cent to 5 and 5. Common carriage bolts, % x 
6 and smaller, 10 per cent to 15 and 5; larger and longer, 
list net, to 5 and 5. Lag screws range from 25 per cent to 
= and 5. Stove bolts, 2/3 to 70. Common tire bolts, 50 
0 55, 

Stove bolts, 66 2/3 to 65. 

Sink bolts, 65. 
_ Rivets are generally held at 30 per cent discount. Some 
jobbers, however, are quoting iron rivets, 30 and 5 off; 
black tinners’ rivets, 30 and 5 off; tinned tinners’ rivets, 30 
and 5 off. 

Coffee Mills.—Coffee Mills with glass hoppers are diffi- 
cult to obtain and the demand proportionately active. 

Crystal coffee mills, with glass hopper, $16.50 per doz.; wooden 
coffee mills, 6 x 6 x 8, $9.75 per doz. 

Chain.—Jack chain is being quoted 33 1/3 off and safety 
chain 30 off. 

Drills.—As stated on this page last week the market for 
drills of most standard types is somewhat quiet but an in- 


Tire bolts, 45 to 55 per cent. 


creased interest is anticipated by some jobbers with the 
advent of spring. 

Prices are: Bit stock drills, 45 off; jobbers’ drills, 33 1/3 
off; wire gage drills, 331/3 off; wood boring brace drills, 
40 off. 

Farming Tool Handles.—Spring business is beginning to 
develop more and more interest in this line and practically 
all prices have advanced. The advance was given in this 
page two or three weeks ago and most of the quotations 
are as follows: 

Prices are: Farming tool handles generally are 
per cent off. Long shovel handles, 5 per cent off. Long spade 
handles, 5 per cent off. Bent D handles, 5 per cent off. Mallea- 
ble D fork handles, 5 per cent off. Pick handles plus 20 per cent. 

Flower Bed Guards.—Because of the difficulty that seems 
to be experienced in obtaining goods of this kind the buy- 
ing activity is proportionately active. Prices are firm. 
“Perfection” flower bed guards, 16 in., $8.80 per 100 lineal 
feet; 22 in., $10.40 per 100 lineal feet. 

Galvanized Ware.—There was a noticeable slackening of 
activity in all items listed under this heading during the 
past week, which many attributed to the railway embargoes 
and bad deliveries. Prices are firm. Galvanized sheets, No. 
28 gage hold at $9.50 to $10 base per 100 lb. Other items 
are: 

Galvanized pails, 8 qt., $4.25 per doz.; 10 qt., $4.90 per doz.; 
12 qt., $5.55 per doz.; 14 qt., $6 per doz.; 16 qt., $7.30 per doz. 
Extra heavy galvanized pails, 12 qt., $7.30 per doz.; 14 qt., $8.35 
per doz.: 16 qt., $11 per doz. Wash tubs, No. 1, $13.75 per doz. ; 
No. 2, $15.95 per doz.; No. 3, $18.60 per doz. 

Garden Tools.—Garden tools continue to hold the center 
of interest in local buying circles. The demand is large 
and widely distributed. It is said that the shortage that 
has developed as a consequence of the heavy demands and 
the many difficulties that have confronted manufacturers 
have made it almost impossible to meet the present re- 
quirements. 


Lawn rollers are being quoted list plus 10 per cent. 


Socket hoes are $8.84 to $9.50 per doz.; riveted shank 
hoes, blue finish, $4.01 to $4.10 per doz.; solid shank hoes, 
bronze finish, $7.97 to $8.60 per doz.; mortar hoes, 9-in., 
$11.41 to $11.80 per doz. : 

Hedge shears, 8-in., $1.40 each; 9-in., $1.65 each; 10-in., 
$1.90 each; No. 101, 8-in., $1.50 each; 9-in., $1.75 each; 
10-in., $2.05 each. 

Malleable iron rakes, 10 tooth, $4.56 per doz.; 14 tooth, 
$5.11 per doz.; 16 tooth, $7.42 per doz.; steel rakes, 10 tooth, 
$7.60 to $8.94 per doz.; 14 tooth, $9.15 to $10.45 per doz.; 
18 tooth, $10.65 per doz. Wooden lawn rakes, wooden 
bows, $5.78 to $6.50 per doz.; steel bows, $7.50 to $8.09. 
Wooden hay rakes, 2 wire bows, $4.95 per doz.; 3 aluminum 
bows, $7.81 per doz.; 2 wooden bows, $4.80; 3 steel bows, $7. 


Spading forks, 4 tang, malleable D handle, strapped, 
$11.82 per doz.; wooden D handle, strapped, 4 tang, $15.40 
per doz.; 4 tang, extra heavy, wooden D handle, $17.71 per 
doz. 


Manure forks, 4 tines, strapped, 4% ft. handle, $12.79 
per doz.; 4 tines, plain ferrule, 4% ft. handle, $11.33 per 
doz.; 5 tines, strapped ferrule, 4% ft. handle, $15.10 per 
doz.; 4 tines, wooden D handle, plain ferrule, $13.74 per doz.; 
malleable D handle, 4 tines, plain ferrule, $11.04 per doz.; 
malleable D handle, 4 tines, strapped, $13.75 per doz.; 
wooden D handle, 4 tines, strapped, $15.72 per doz. 


Hay forks, 2 tines, 5% ft. handle, plain ferrule, $10.29 per 
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doz.; 3 tines, plain ferrule, 5% ft. handle, $11.59 per doz.; 
8 tines, strapped ferrule, 5% ft. handle, $13.14 per doz. 


Garden Trowels.—The same conditions hold essentially 
true of these implements as of all other garden tools. 
Special demands have been received, some jobbers report. 
Tinned steel blade trowels, 6 in., 74 cents per doz.; riveted 
shank, florist trowel, heavy steel blade, $1.54 per doz.; one- 
piece garden trowel, 1% in., $2.47 per doz.; Magic weeders, 
$1.26 per doz. 


Garden Sets.—Interest is very vigorous for sets and job- 
bers report many new orders. Prices are: Set consisting 
of 1 hoe, 1 5-tooth malleable rake and 1 steel spade, 3% 
x 3 in., $1.87 per doz. sets; four-piece steel garden set, 
1 floral trowel, 1 floral rake, 1 lady’s hoe and 1 boy’s spad- 
ing fork, $24.47 per doz. sets. 


Linseed Oil.—The linseed oil market continues firm and 
steady at the current basis of $1.84 per gallon for March 
delivery in carlots and $1.79 for April-May. The flaxseed 
situation is reported to be rather critical because of the 
labor situation in the South American markets and ports. 
Because of the flaxseed shortage an advance has been pre- 
dicted in some quarters, on the April-May delivery price. 
Linseed oil is $1.90 in single barrels f.o.b. New York. Boiled 
oil is 2 cents extra, double boiled oil is 3 cents extra and oil 
in half barrels is 5 cents extra. 


Lawn Mowers.—Little interest was manifested during 
the past week in this item though many jobbers report that 
they have substantial orders on their books for early spring 
delivery. 

Plain bearing, 3 blades, 12 in., $5.15 net; plain bearing, 14 in., 

5.40 net; plain bearing, 4 blades, 10 in., $5.50 net; plain bearing, 

4 blades, 12 in., $5.75 net; 16 in., $6.25 net; ball bearing, 3 blades, 
12 in., $6.40 net; 16 in., same, $6.90 net; level, 4 blades, 14 in., 
$9.35 net; same, 18 in., $10.35 net; same, 20 in., $10.85 net. 
_ Nails.—No material improvement has yet been effected 
in the local nail market. Small shipments have been re- 
ceived by local jobbers and immediately delivered on back 
orders. In order to distribute as equitably as possible job- 
bers will only furnish customers with small lots. No new 
business can be taken because of the large number of un- 
filled orders on file. 


The scarcity of both cut and wire nails continues to be 
the most conspicuous shortage in the entire hardware mar- 
ket. The current prices prevailing in this section vary 
considerably. For wire nails the prices range from $4.25 
to $6.50 base per keg. For cut nails (which are almost off 
the local market entirely) prices range from $7.75 to $9.50 
base per keg. It should be further noted that only small 
lots are obtainable anywhere in this section. 


Brass and wire nails in 1-lb. papers are quoted by local 
jobbers at 2/3 off. Quarter-pound papers take a discount of 
10 per cent. Set screws, iron, 50, 10, 5 per cent off. Cap 
screws, 50 and 10 per cent off. Galvanized nails, 25-lb. 
boxes, 4D, $8.65; 6D, $8.55; 8D, $8.45; 10D, $8.40; 20D, 
$8.35. Galvanized roofing nails, 1 x 12, $10. Plain roofing 
nails, 1 x 12, $7.20. 

Naval Stores.—Turpentine again advanced in a strong 
market in which stocks in store are reported very light. 
0 ‘ieee is now being quoted $2.12 per gal. f.o.b. New 

ork. 


Rosin is quoted on an advancing market. The paler 
grades are exceedingly hard to get in any quantity. Com- 
mon to good strained on a basis of 280 lbs. per bbl., is 
$18.25 per bbl.; D grade, $19; E grade, $19.25, and F, G 
and H, $19.50. WW is being quoted from $22.50 to $23.50 
per bbl. 

Rope.—As predicted on this page for several weeks past, 
the price of manila rope has advanced 3 cents a pound. The 
reason for this advance, as explained here several times, is 
primarily caused by the labor situation in the Philippines 
as well as by peculiar conditions in the English market. 
American cordage manufacturers have held off on this ad- 
vance for some time but were forced to it by holders of 
Manila hemp in the Philippines who in turn were placed in 
an awkward position by native labor affected by the modern 
microbe of unrest. Revised prices are given herewith: 


Jute rope, No. 1, 17'4¢. to 18c.; jute rope, No. 2, 16'4¢. to 
17c.; jute twine wrappings, best grade, 30c. to 35c.; India 
hemp twine, No. 44%, and 6-in., 24'44c. to 27c. Manila rope, 
best grade, 27c. to 2754c.; hardware grade, 24c. to 24'c.; 
bolt rope, 32c. to 32'44c. Sisal rope, pure, 3% in. basis, 184c. 
to 22!4c.; lathe yarn, first grade, 18'4c. to 22'4c.; second 
grade, 16'4c to 194c. 

Roofing and Building Paper.—Continued activity charac- 
terizes this line. Since the advance of a week ago new in- 
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terest seems to have developed. Prices are: Tar paper, 
1 ply, $2.95; 2 ply, $2.05; 3 ply, $2.50. Rubber roofing 


paper, 1 ply, $2.90; 2 ply, $3.50; 3 ply, $4.10 per roll. Sheath- 
aa 25 Ib. roll, $1.75; 30 lb. roll, $2.30; 40 lb. roll, 


Roller Skates.—Since new figures were quoted last week 
on roller skates many jobbers have received a large num- 
ber of inquiries and renewed interest has developed. Boys’ 
Union roller skates are now being quoted at $2 per pair, 
and girls’ skates, $2.10 per pair. 


Rubber Garden Hose.—A very substantial demand is be- 
ing made for rubber garden hose and its accessories. Prices 
are: Rubber garden hose, % in., 6 ply, 14%c. per ft.; 
5 in., 7 ply, 18%c. per ft.; % in., 5 ply, 14c. per ft.; % in, 
4 ply, wire bound, 16c. per ft.; % in., 6 ply, plain, 16c. per 
ft. All prices quoted herewith are for 50 ft. lengths. 
Lengths of 25 ft., add 1 cent per ft. 


Hose washers are 45c. per lb. Nozzles, level grade, $7 per 
doz.; Will-Wear grade, $7.50 per doz.; galvanized hose 
clamps take a discount of 10 per cent. 


Hose Reels.—Simplex hose reels sell at $15 per doz. 
Reels with galvanized steel drum, 2144 in. diameter, handles 
28 in., for 100 ft. of hose, $30 per doz. 

Pruning Shears.—Spring buying interest is strong in this 
line. Prices are firm but show indications of upward 
tendences. 

Cast iron pruning shears, $2.85 per doz.; 9-in., California 
pattern, black finish, $8.75 per doz.; 9-in. full polished. 
California pattern, $13.50 per doz. 


Grass shears, black finish, 5% in., $2.90 per doz.; full 
polished, warranted, $6.35 per doz. 


Lawn Sprinklers.—These items are receiving their fair 
share of interest in the present spring buying. Prices are 
firm. Gold lacquered, tin top, 4% in. diameter, $1.40 per 
doz. Sheet brass ring sprinkler, 8 in. diameter, $7.50 per 
doz. Sprinkler with 3 brass arms, 5 in. high, brass head, 
$14 per doz.; 3 brass arms, 12 in. high, brass head, $16 per 
doz.; 3 brass arms, 24 in. high, brass head, $23 per doz. 


Sprayers.—Sprayers are in ample demand and the sup- 
ply seems to be fairly adequate to answer normal spring 
buying in this section. 

One-pint sprayer, tin tank, $3.50 per doz.; one-quart 
om $4.50 per doz.; 1 qt. tin, with brass tank, $10.50 per 

OZ. 

Screws.—The demand for screws is consistent but not 
unusually heavy. Flat head, bright screws are now quoted 
72% and 20 per cent. Flat head, galvanized screws, 57% 
and 20 per cent. Round head blued screws, 70 and 20; round 
head, nickel plated screws, 60 and 20. Iron machine screws 
66 2/3 per cent. Brass machine screws 50 and 10 per cent. 
It should be noted that plain round and flat head screws 
remain unchanged. 

Scales.—A very substantial interest is showing itself in 
this line. Prices are firm. Flat top barrel scales are now 
$2.50 each; barrel scales with scoop are now $2.75 each; 
parcel post scales, $2.50 each. 


Gasoline Torches.—New prices are quoted herewith on 
gasoline torches. Quarter pint torch, with cleaner, wire 
and holder combined, burns three hours, $1.75 apiece. One 
pint size, $5.40; one quart, $6.12 apiece. 


Window Glass.—It is reported that if some factories 
accepted all of the orders offered them they would be able 
to tie up their entire production for the next two years. 
There has never been, it is said, the scarcity of both win- 
dow and plate glass in the history of the industry. The 
railroads are placing heavy orders and the automobile 
industries are also extremely heavy buyers. It is stated 
that several large orders placed by the Government for 
naval construction work have been refused by some of the 
largest factories because they are now so far behind on 
production that it would be impossible for them to furnish 
the Government requirements. All prices, it should be 
noted, are nominal and altogether subject to stock on hand 
at time of delivery. Building contractors are offering fabu- 
lous prices for prompt deliveries of even inferior quality 
glass. 

Wire Goods.—From all indications the statement that 
there is going to be a very real shortage in wire goods 0 
all kinds is thoroughly warranted. The present difficulty 
in obtaining goods is causing both jobbers and retailers un- 
feigned embarrassment. The demand is out of all propor- 
tion to the supply. 

Poultry netting is now quoted 331/38 off. Farm fencing 
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now takes a discount of 25 per cent. Black wire, $2.50 per 
100 sq. ft., dull finished galvanized wire, 12 mesh, $3 per 
100 sq. ft., 18 mesh, $4.60, 14 mesh, $3.50. 

Square mesh wire cloth, 2 x 2, $5 per 100 sq. ft., 3 x 3, 
$5.25 per 100 sq. ft.; 4 x 4, $5.50 per 100 sq. ft.; 5 x 5, 
$5.50 per 100 sq. ft.; 6 x 6, $5.75 per 100 sq. ft.; 8 x 8, $6.25 
per 100 sq. ft. 

Stone plain annealed wire, No. 16, $7.85 per 100 lb.; No. 
18, $8.45 er 100 lb.; No. 20, $9.60 per 100 lb.; No. 24, $11.15 
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per 100 lb. Stone galvanized annealed wire, No. 16, $9.85 
per 100 lb.; No. 18, $10.85 per 100 lb.; No. 20, $11.85 per 
100 lb.; No. 24, $12.50 per 100 Ib. 

The Marathon Tire and Rubber Company, Cuyahoga Falls, 
Ohio, and the International India Rubber Corporation, South 
Bend, Ind., announce new price lists on automobile tires. 

Moore Push Pin Company, Wayne Junction, Pa., advanced 
—_— on their push-pins and pushless-hangers to lic. per 
packet. 


CHICAGO 


Office of HARDWARE AGE, 

CuicaGgo, March 10, 1920. 
gin the advent of spring, it is very noticeable that 

seasonable goods are moving in great volume. Job- 

bers’ stocks are being greatly reduced on nearly all of the 
staple items, and they are finding it very difficult to re- 
plenish them from the manufacturer. On the item of lawn 
mowers there is a great shortage, and jobbers have all the 
orders booked that they possibly can fill. Garden hose and 
fixtures have advanced in price, and dealers who have not 
stocked up on this item should do so immediately, as stocks 
are becoming rapidly depleted. 

There is a very firm undertone to the nail, wire and fence 

market. One of the reasons why there is such a great short- 
age of nails, fence wire and goods of this character is that 
most of the mills claim there is no profit at the present 
prices established by the American Steel & Wire Company, 
and until such time as the cost can be reduced or the selling 
price advanced there does not seem to be any relief. How- 
ever, some of the manufacturers have already adopted a new 
“nail card” for all standard nails which will advance the 
rice of smaller sizes, even if the base remains the same. 
ee jobbers have decided to follow the market and if any 
changes are made by the larger interests, and for that 
reason have withdrawn all prices on nails, but will accept 
orders subject to stock on hand at prices ruling at date of 
shipment. They refuse to back-order nails, and state that 
they are re-shipping all nails received by them from the 
manufacturer, just as fast as they are unloaded from the 
cars, but cancel all unfilled portions of orders. Their prices 
to-day are unchanged, but are subject to change without 
notice. 

Jobbers have been notified by a great many manufacturers 
that all prices have been withdrawn and that goods will be 
invoiced at prices ruling at date of shipment. In a circular 
letter received explaining this attitude, manufacturers state 
that they realize the disadvantages of doing business on this 
basis and only adopted this policy at this time because they 
were unable to protect themselves in any way against fur- 
ther advances in manufacturing costs, and they cannot af- 
ford to speculate heavily on the future. 

There have been new lists issued showing advance in price 
of automobile casings of from 17 to 25 per cent. Tubes 
show an advance of 15 per cent. Price on picks and mat- 
tocks were advanced 5 per cent. Wood choppers’ wedges 
and crowbars, 10 per cent. Ottumwa steel sash pulleys, 
12% per cent. Post hole diggers and augers, 10 per cent. 
Cabinet locks, 10 per cent. Local jobbers have advanced the 
price on steel sheets 50c. per hundred pounds. 

Several of the manufacturers of builders’ hardware have 
again notified the trade of another advance of 10 per cent. 
Even with the record prices being asked for builders’ hard- 
ware, there is no abatement in the demand, and manufac- 
turers continue to be from four to six months behind with 
their orders. Shortages on bathroom sets, glass knobs and 
steel inside sets are more marked than ever. 

Prices on steel sledges advanced 10 per cent. Lead pipe 
and sheet lead advanced 25c. per hundred. Lead pipe in this 
market is now selling at 12%c. per pound in small lots, and 
sheet lead at 13%4c. 

Cash sales are above normal and collections continue to 
be good. 

Axes.—A very satisfactory volume of business is being 
booked on axes for future delivery. Dealers who have not 
placed their orders should do so at once, as from all indi- 
cations there will be a shortage a little later on. Jobbers 
have very few if any axes on hand at present, and are com- 
plaining that deliveries from the manufacturers are slow. 
There has been no change in price since last reported. 


We quote from jobbers’ stocks, f.o.b. Chicago: First quality 
single bitted axes, 3-lb. to 4-lb., $16.50 per doz. base; double 
bitted, $22.50 per doz. base. 


Alarm Clocks.—The shortage of alarm clocks is just as 


acute as ever. Jobbers continue to be out of stock on nearly 
all of the best sellers and are unable to procure deliveries 
from the manufacturers in sufficient quantities to fill the 
current orders, to say nothing about accumulating a stock. 
There has been no change in price since last reported. 

We quote from jobbers’ stocks, f.o.b. Chicago: The American 
alarm clock, dozen lots, $13.84 per doz.; Sleepmeter alarm clock, 
$18.36 per doz. net; Ironclad alarm clock, $22.29 per doz, net; 
Big Ben and Baby Ben, $28.78 per doz. net. 

Coal Hods.—Jobbers state that they have booked some 
very satisfactory orders for coal hods for future delivery, 
but a great many dealers have not as yet placed their orders 
for next season. Right at this time there is a great shortage 
of steel sheets. Unless something unforseen happens to re- 
lieve the situation, there will be a scarcity of coal hods. 

We quote from jobbers’ stocks, f.o.b. Chicago: Japanned open 
hods, 17-in., $4.70 per doz.; 18-in., $5.25 per doz.; japanned funnel 
hods, 17-in., $5.90 per doz.; galv. open hods, 17-in., $7.20 per doz. ; 
18-in., $7.85 per doz.; galv. funnel hods, 17-in., $8.90 per doz.; 
18-in., $9.60 per doz. 

Tire Chains.—Jobbers issued new prices on tire chains 
showing a reduction of 25 per cent on the Rid-o-Skid and 
Weed. While there has been no reason given for this de- 
cline in price by manufacturers, it is stated that the patent 
rights of this chain expire very shortly and this reduction in 
price was made to prevent competition. Tire chains con- 
tinue to be very scarce, and jobbers’ stocks are badly broken. 
Manufacturers are further behind with their orders than 
ever. ‘ 

We quote from jobbers’ stocks, f.o.b. Chicago: 


Rid-o-skid 
chains, 30 x 3%, in lots of dozen pairs, $2.00 per pair. 


Eaves Trough and Conductor Pipe.—Sales on eaves trough 


and conductor pipe continue to improve, and jobbers are find- 
ing it very difficult to obtain enough of this class of material 
from the manufacturers to meet the current demands. The 
shortage of steel sheets has curtailed the output of a great 
many manufacturers. 

We quote from jobbers’ stocks, f.0.b. Chicago: 29-gage lap joint 
eaves trough, 5-in., $6.30 per 100 ft.; 2-in., plain galvanized ridge 
roll, $6.30 per 100 ft.; 29-gage conductor pipe, 3-in., $6.75 per 
100 ft. These prices are for full crate lots. 

Files.—There has been no change in the situation as to 
files since last reported. Jobbers state they are securing 
very satisfactory deliveries from the manufacturers. The 
demand, if anything, is increasing. Stocks are fair. 

We quote from jobbers’ stocks, f.o.b. Chicago: Nicholson files, 
50-744 per cent discount; New American, 60 per cent discount; 
Disston, 50-10 per cent discount; Black Diamond, 50-5 per cent 
discount. 

Galvanized Ware.—Jobbers refuse to accept orders for 
galvanized ware except subject to stock on hand, and prices 
ruling at date of shipment. They are entirely out of No. 2 
and 3 tubs, peck and bushel measures and copper bottom 
wash boilers, and are unable to obtain satisfactory promises 
from the manufacturers as to when to expect deliveries. 
They continue to limit the quantity of one bundle to a cus- 
tomer. 


Glass.—The demand for glass was never heavier. A great 
many buildings are being rushed to completion for May 1, 
and dealers and jobbers are being taxed to the limit to sup- 
ply this trade. There is very little if any glass in stock and 
deliveries are very slow. It is doubtful if manufacturers 
will be able to produce enough glass to meet all this sea- 
son’s requirements. 

We quote from jobbers’ stocks, f.o.b. Chicago: Single strength 
A, ail sizes, 77 per cent off; single strength B, first three brack- 
ets, 77 per cent off; all sizes, double strength A, 79 per cent 
off; putty in 100-lb. kits, $4.25; glaziers’ points, No. 1, No. 2 and 
No. 3, 1 doz. to package, 65c. per package. 

Clipping Machines and Parts.—The season is on right now 
for clipping machines and parts, and jobbers state that never 
before has there been such a heavy demand. Naturally 
horse clipping machines are selling faster than sheep shear- 
ing machines. Jobbers state they have been able to 
obtain very satisfactory deliveries from the manufacturers 
and are in a position to fill all orders promptly. 
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We quote from jobbers’ stocks, f.o.b. Chicago: Stewart horse- 
clipping machines, No. 1, ball-bearing, enclosed type, for horses, 
mules and cows, list $12.75. Top plates, list $1.00. Bottom plates, 
list $1.50. Discounts, 25-5. Stewart clipping machine, No. 8, 
for sheep and goats, complete with No. 5 shear, four combs and 
four cutters, $17.00 list. Discount, 25-5. 

Wood Handles.—Owing to the scarcity of hickory, wood 
handles continue to be very hard to obtain. Manufacturers 
are making a special effort to supply the trade, but are 
meeting with very little success. The demand continues to 
be heavy and present prices are being well maintained. 


We quote from jobbers’ stocks, f.o.b. Chicago: No. 1 hickory 
axe handles, $4 per doz.; No. 2, ‘$3 per doz.; second growth hick- 
ory axe handles $6. 30 per doz.; extra quality hickory axe han- 
dles, $5 per doz. ; No. 1 on and hammer handles, 90c. per 
doz.; second growth hickory hatchet and hammer handles, $1.60 
per doz. 

Lanterns.—The special inducement made by jobbers to re- 
tailers on lanterns has enabled them to book a great many 
orders. They will accept orders for lanterns for shipment 
at their option after July 1, invoice to date Sept. 1. It is ad- 
visable that all dealers who have not ordered their lan- 
terns do so at once, as the demand this fall is expected to 
be beyond the available supply. 

We quote from jobbers’ stocks, f.o.b. Chicago: Competition 
lanterns, No. 0 tubular, $6.50 per doz.; No. 2 tubular cold blast, 
$9.35 per doz. 

Paints and Oils.—The demand for paints and varnishes is 
increasing with the manufacturer and jobber. Retailers are 
expecting a heavy volume of spring business when the 
weather becomes milder. Manufacturers report full capac- 
ity for business with excellent prospects for spring and sum- 
mer trade. Prices are being well maintained. There has 
been an advance of 2c. per gallon on raw and boiled linseed 
oil and a decline of 1c. per gallon on turpentine. These are 
the only changes made in this market during the week. 

The following prices prevail on leading staples: Strictly pure 
linseed oil, 1 to 4 bbl., one delivery, raw, $2.00 per gal.; boiled, 
$2.02 per gal. Terms, 30 days net, or less 1 per cent if paid 
within 10 days from date of invoice. Strictly pure gum spirits of 
turpentine in barrels, $2.30 per gal.; 180-deg. denatured alcohol, 
in barrels, 85c. per gal.; strictly pure white lead, 100-lb. kegs, 
$15.50 each; New York plaster of paris, in barrels, $4.50 per bbl. ; 
Gilders’ whiting, in barrels, $3.50 per cwt.; pure shellac (4- Ib. 
goods), in gallon cans, white, $7.30 per gal.; ; orange, $6.80 per 
gal. English Venetian red, in barrels, PS. 50 to $5.00 per cwt. 

Nuts and Bolts.—While it is understood that several of 
the mills manufacturing nuts and bolts have advanced their 
prices 10 per cent, local jobbers still maintain present 
prices. There is a great scarcity of nearly all sizes and 
stocks are badly broken. Deliveries are reported very slow 
and the demand is constantly increasing. 

We quote from jobbers’ stocks, f.o.b. Chicago: Machine bolts 
up to % x 4 in., 35-5 off; larger sizes, 25-5 off; carriage bolts 
up to 3% x 6 in., 30 off; larger sizes, 20 off; coach or lag screws, 
gimlet points, square heads, 45-5 off; hot pressed nuts, square or 
hexagon cap, $1.45 off per 100 lb.: stove bolts, 70 off. 

Wire Nails.—Jobbers report that shipments on nails have 
not improved, and from all indications there continues to be 
a serious shortage of nails. The market price is very firm, 
and it would not be surprising to see an advance put into 
effect in the very near future. Jobbers have not been able 
to accumulate a stock and will not back order nails. All 
orders are subject to price ruling at date of shipment and 
subject to stock on hand the date the order is received. 
Present prices are not guaranteed and are subject to change 
without notice. 

We quote from jobbers’ stocks, f.o.b. Chicago: 

nails, from $3.90 to $4.50 per keg base. 

Rope.—It is expected that there will be an advance on 
rope, but the market this week shows no change in price, 
However, there has been an inclination on the part of the 
dealers to place their orders on rope to take advantage of 
the present prices. With the price of fiber advancing, it is 
not reasonable to expect that prices on rope will be ad- 
vanced. 

We quote from jobbers’ stocks, f.o.b. Chicago: In full coils, 
manila rope, standard brands, No. 1, —e % per lb. base; No. 
24%c. per Ib. base; No. 3, 22%4c. per Ib base; sisal rope, full 
coils, standard brands, No. 1, 1914c. per lb.; No. 17%c. per Ib. 

Roofing Paper.—All kinds of roofing and building paper 
are very hard to obtain, and stocks in this market are being 
rapidly depleted. Deliveries from the mills on account of 
the embargoes are reduced to a minimum. The slate sur- 
face roofing paper has been withdrawn from the market 
owing to the shortage of slate. 


Common wire 
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We quote from jobbers’ stocks, f.o.b. Chicago: Certainteed 


sone 1-ply, $2.13 per sq.; 2-ply, $2.64 per s 3- sBiy, $3.15 per 

q.; Major roofing, 1-ply, $1.83 per sq.; 2-ply, 24 ost Sq. ; 
3 Sply, $2.65 per sq.; Guard roofing, 1-ply, $1.38 pers 2-ply, 
$1.74 per sq.; 3- ply,’ $2.10 per sq.; tarred Pt $4. per’ 100- lb. ; 
red and gray rosin paper, $90.00 per ton. 

Spark Plugs.—The volume of business being done on 
spark plugs continues to be very heavy. Naturally this is 
the best season of the year, as a great many owners who 
laid up their cars for the winter have now put them into 
use. Dealers should be amply supplied with plugs, as job- 
bers report that they have good stocks on hand and are 
able to make prompt deliveries. There has been no change 
in price since last reported. 


We quote from jobbers’ stocks, f.o.b. Chicago: Hercules Giant, 
lots of 1 to 50, 65c. each; lots of 50 to 100, 62%4c. each; lots of 
100 By upward, 60c. each; Hercules Junior, lots of 1 to 100, 40c, 
each; lots of 100 to 150, 3714. each; lots of 150 and upward, 35c. 
each; Hel-Fi standard plugs, lots of 50 to 100, 42%4c. each; lots 
of 100 and up, 40c. each; Hel-Fi superspark plugs, lots of 50 to 
100, 62%c. each; lots of 100 and up, 60c. each; A. Titan plugs, 
63c. each; Cico plugs, 48c. each; Champion x: 59c. each; 
Champion’ O, 62c. each; Champion Heavy-Duty, 73c. each; Split: 
dorf plugs, 62 Me. each: gue plugs, Junior, small lots, 40c. 
each ; lots of 100 or over, 374c. each; United Giant Heavy Duty, 
small lots, 60c. each; lots of 100 or over, 574%c. each. 

Steel Sheets.—Price on steel sheets advanced in this mar- 
ket 50c. per hundred and in a-great many cases a premium 
is being paid over this advance for spot sheets. Sheets are 
very scarce and jobbers have very few, if any, in stock. 
They continue to place a limit of one bundle of sheets to 
a customer. 

We quote Pa x jobbers’ stocks, f.o.b. Chicago: Galvanized 
— No. 28, $8.50 per 100 lb.; 28-gage black sheets, $7.30 per 

( 

Screws.—Round head blued screws and special screws are 
very hard to obtain. Jobbers report that they have been able 
to procure very satisfactory deliveries on the flat head 
bright, and with the exception of few sizes they have ample 
stocks on hand to meet all immediate requirements. There 
has been no change in price since last reported. 

We quote from jobbers’ stocks, f.0.b. Chicago: Flat head, prigat 

screws, 7214-20; flat head brass, 60-20; round head brass, 57%-2 
round head blued, 70-20. 
_ Sash Weights.—The available supply of sash weights is 
limited to the fact that foundries are unable to procure 
enough scrap iron. Jobbers’ and retailers’ stocks are very 
low, as they depend a great deal on the foundries to carry 
these for them. The demand shows a great improvement, 
and the present market continues to be firm. 

We quote from jobbers’ stocks, f.o.b. Chicago: Sash weights in 
less than ton lots, $70 per ton, ton lots, shipment direct from the 
foundry, subject to delay, $68 per ton. 

_Wheelbarrows.—Jobbers are out of stock on nearly all 
kinds and sizes of steel tray wheelbarrows, and report that 
they cannot get promise as to deliveries from their source 
of supply. The shortage of sheets has greatly curtailed the 
output of this type of barrow. They are receiving prompt 
deliveries on the wood tray barrows and are able to supply 
these immediately from stock. There has been no change 
in price since last reported. 

We ‘quote from jobbers’ stocks, f.o.b. Chicago: No. 4 tubular 
barrows, all steel, $7.70 each; common tray or stave barrows, 
$2.95 each; angle keg garden barrows, $4.75 each. 

Wire Cloth and Poultry Netting —A few weeks ago the 
manufacturers withdrew from the market, as they stated 
that they had all of the orders booked that they possibly could 
fill this season. Jobbers, however, continue to accept orders 
for wire cloth and poultry netting from their stocks. How- 
ever, the heavy demands during the past ten days has about 
depleted their supply on hand, and it is only a question of a 
very short time when they will withdraw from the market. 
All orders are taken with the understanding that they are 
subject to stock on hand. 


We quote from jobbers’ stocks, f.o.b. Chicago: Black painted 
wire cloth, 12-mesh, $2.25 per 100 sq. ft.; poultry netting, galvan- 
ized before weaving, 50 per cent discount; galvanized a ter weav- 
ing, 45 per cent discount. 


Game Traps.—Local jobbers state that they have booked 
an unusual large quantity of orders for game traps at prices 
issued last week. Dealers are urged to place their orders 
immediately and wherever they can do so in barrel lots. 
From all indications, record sales on game traps will be 
made this fall by retailers, as the high price of fur is a great 
incentive to the trapper. 

We quote from a stocks, f.o.b. Chicago: No. 0 Victor 
traps with chains, $1.71 per doz.; without chaina, $1.34 per doz. ; 
No. 1, Victor traps, with chains, $2.01 per doz.; without chains. 
$1.52 per doz.; No. 1%, Victor traps, with chains, $3.05 per doz. ; 
without chains, $2.44 per doz.; No. 0, Oneida Jump traps, with 
chains, $2.37 per doz.; without chains, $1.75 per doz.; No. 1, 
Oneida Jump traps, with chains, $2.75 per doz.; without chains, 
$2.12 per doz.; No. 1% Oneida Jump traps, with chains, $4.12 per 
doz. ; without chains, $3.2 25 per doz.; No. Newhouse. traps, with 
chains, $4.75 per doz. ; No. 1, $5.62 per doz. ; No. 1%, $8.50 per 


doz. 
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TWIN CITIES 


MINNEAPOLIS, 
March 10, 1920. 

OCAL market quotations have remained very steady 

during the entire week, although the general trend of 
the market has been upward, as shown by the advance on 
builders’ hardware announced by one of the larger manu- 
facturers of this line. The advance amounts to about 10 
per cent on the average and covers all kinds of finishing 
hardware, including cabinet hardware and padlocks. Job- 
bers here are no better situated than in hardware centers 
farther east, being out of many staple lines, with little 
hope of being able to replenish them for many weeks to 
come. Taking all things into consideration, the merchant 
to-day finds himself in a more difficult position than in any 
Spring in many years. The best authorities in the country 
disagree on just what the proper course of action is, to 
carry business through the trying times ahead. Nearly 
all well posted men seem to agree that we are just about 
due for a day of reckoning in some form, and the steps 
taken by the reserve board to check speculative loans in- 
dicates they are attempting to avert a financial crash. 
Meanwhile all available labor here is kept busy all the 
time. One contractor was heard to remark that he was 
going to keep busy every minute now while labor is avail- 
able, for when work really opened up in the Spring he was 
sure he would not be able to hire enough help to keep his 
work progressing. Yesterday was the first real indica- 
tion we have had in this part of the country that Winter 
was not going to be a continuous performance with us. It 
seems as though a difference can be noticed already in the 
amount of trade in both wholesale and retail lines. Busi- 
ness is ahead of last year at any rate. 

Axes.—Stocks are low and jobbers are having some fair 
amount of future orders placed with them at present, 
where they protect their customers on price up to July Ist. 
Present sales are light both with jobber and dealer. 

We grote from local jobbers’ stocks: Single bit, base weights, 
axes, $16.50 per doz.; double bit, base weights, axes, $21.50 per 
doz.: Sager single bit, handled, $23.50 per doz.; Hiawatha boys, 
handled, $14.00 per doz. 

Automobile Accessories.—The turn of the weather for 
milder temperature is already having some effect on the 
accessory business. The call for skid chains is unprece- 
dented, and the market is practically swept clean of any 
stock in this line. Cross chains too are not to be had from 
the jobbers, and the factory is far behind on orders. The 
Lyon bumper, the favorite one in this market, is entirely 
off the market and the factory claims they cannot clean up 
the orders they have on their books now before August Ist. 


Augers.—Jobbers’ sales are not heavy so far in this line, 
as dealers are not ordering heavy in any line this Spring, 
preferring to have as light a stock as possible if there is a 
“slump” in trade in the next few months. Prices have not 
changed from last quotation. 

We quote from local jobbers’ stocks: 
3314 per cent; Ferms V post hole augers, 
ard lists. 

Bolts.—Prices are holding steady on bolts with mill ship- 
ments coming through very slowly, due to the shortage of 
labor and material and the transportation facilities which 
have existed for the past two years. 

We quote from local jobbers’ stocks: Small carriage bolts, 
30 per cent: large carriage bolts, 20 per cent; small machine 
bolts, 35-5 per cent: large machine bolts 25-5 per cent: stove 
bolts, 60 to 65 per cent; tire bolts, 45 per cent; plow, 25 per cent. 

Builders’ Hardware.—Even with prices going up all the 
time, the demand for builders’ hardware grows heavier 
all the time. When Spring work really begins contractors, 
dealers and jobbers are due to find themselves in the posi- 
tion of being unable to deliver the goods at anywhere near 
the rate called for by their trade. Some contractors look 
for a heavy building year while others predict that the 
average man contemplating building a house will find prices 
so high that. he will decide to wait with the hope of prices 
declining. There is sure to be a certain amount of building 
owing to the scarcity of houses. 

Milk Cans.—Sales are almost all for later delivery, 
prices still at last quotation. 

We quote from local jobbers’ stocks: 
cans, $3.40 each; railroad 8-gallon milk cans, 
10-gallon milk cans, $4.45 each. 

Churns.—As with the item noted above there is little 
movement of stock at present, Prices shew no change. 

We quote from local jobbers’ stocks: Belle churns, 50 per 
from standard lists. 

Screen. Doors and Windows.—Prices ure as last quoted 
and sales still at a low point. Manufacturers of this line 


ST. PAUL AND 


Iwan’s post hole augers, 
25 per cent from stand- 


with 


tailroad 5-gallon milk 
$4.20 each; railroad 


cent 


of goods find it hard to get material from which to make 
their product. Sales are still slow. ~ 

We quote from local jobbers’ stocks: 
doors, $20.40 per doz.; fancy 2.8 x 6.8 
doz. ; She srwood adjustable 24-in. window screens, 
Wabash extension, 24-in. window screens, $7 

Eaves Trough, Conductor Pipe and Elbows.—While pres- 
ent stocks are low they are heavy enough to care for pres- 
ent requirements. Prices show no further change. 

We quote from local trough, 28-gal 
be + joint, S. B. 5-in. $7. 00 per pipe, corrugated, 
-in., $7.13 per 100 ‘ft. $1.87 per doz. 

Files.—The market shows no change on files and mill 
shipments continue to be very slow. Local stocks are some- 
what broken. 

We quote from local jobbers’ stocks: 
cent; Nicholson, 50, 10 per cent from 

Freezers.—There is very little movement in this line so 
far, and prices show no change from last quotation. Makers 
report the usual condition in regard to the production of 
the line. 

We quote from local jobbers’ 
ice cream freezers, $4.95 each; 
freezers, $8.10 each. 

Galvanized Ware.—Jobbers are having difficulty in filling 
orders for goods of this description, and report that ship- 
ments from the makers are far short of taking care of 
the orders on hand. Stocks are low and badly broken, but 
no change has been made in price. 

We quote from local 
ized tubs, $12.00 per doz. ; 
per doz.; Standard No. ¢ 
No. 1 galvanized tubs, $20.50 per doz.; Heavy No. 2 galvanized 
tubs, $22.00 per doz.; Heavy No. 3 galvanized tubs, $23.50 per 
doz.; Standard 10-quart galvanized pails, $4.20 per doz.; stand- 
ard 12-quart galvanized pails, $4.60 per doz.; standard 14-quart 
galvanized pails, $5.20 per doz.; stock 16-quart galvanized pails, 
doz.; stock 18-quart galvanized pails, $9.15 per doz. 

Glass, Putty and Glaziers’ Points.—The shortage in this 
line has not been relieved, but every indication is’ for a 
greater shortage when the Spring demand begins. Deliv- 
eries from the factories are very low, with no change in 
price. 

We quote from local jobbers’ stocks: 
glass, 76 per cent: double strength “A” 
Commercial putty in bladders, $5.15 per 

Hose.—Retail sales are very light so far and the average 
retailer is ordering no heavy stocks in at present. Price 
shows no change from last quotation. 
stocks: Competition, 
5-ply, 12%4c. per ft.; 


Common 2.8 x 6.8 screen 
doors, $44.20 per 
$9.00 per doz. ; 
.70 per doz. 


screen 


jobbers’ stocks: Eaves 
100 ft. ; conductor 
conductor elbows, 3-in., 


Riverside, 50, 10, 
standard lists. 


10 per 


stocks: White 
White Mountain, 


Mountain, 4-quart 
S-quart ice cream 


Standard No. 1 galwan- 
2 galvanized tubs, $13.50 
$15.75 per doz.; Heavy 


jobbers’ stocks: 
Standard No 
galvanized tubs, 


$7.80 per 


Single 
grade 
cwt. 


grade 
cent. 


strength “A” 
glass, 78 per 


% -in. 3-ply, 
cotton, % - in., 


We quote from local jobbers’ 
lOc. per ft.; competition “-in. 
3c. per ft. 

Lanterns.—Retail sales are growing less as the daylight 
hours lengthen. Jobbers, however, are taking orders for 
delivery later in the year and are warning against a short- 
age in this line. Prices show no change. 

We quote from local jobbers’*stocks: Tubular, long globe lan- 
terns, $11.75 per doz.: tubular short globe lanterns, $11.75 per 
doz.; tubular dash globe lanterns, $16 per doz. 

Mowers.—Little interest is shown in this line so far, but 
it is worthy of notice that the manufacturers are far behind 
in filling orders and will not be able to give their customers 
the attention they want in the way of delivery, both in 
quantity and time. Quotations show no change. 

We quote from local jobbers’ stocks: Philadelphia, styles C 
and FE lawn mowers, 25, 2! per cent: Philadelphia, style A, 20 
per cent; Philadelphia, style K, 25. 2% per cent. 

Nails.—Nails from some of the independent mills are 
beginning to come through a little better than they were a 
month ago. Stocks turn quickly for the demand is more 
than equal to the supply at any time, even now before 
Spring work is started. Prices are steady as last quoted. 

We quote from Standard wire nails, 
$4.25 per keg base; $5.50 per keg base 

Paper.—Paper is becoming more scarce every day in 
the local market. It is understood that the largest mill in 
the country has closed because they cannot obtain raw ma- 
terials. One of the local factories has practically closed for 
the same reason. Prices show further advances. 

fe quote from local jobbers’ stocks: jarret’s No. 2 tarred 
felt, $5.05 per cwt.: Barret’s threaded felt, 500-ft. rolls, $2.49 
per roll; Slater’s felt, $1.68 per roll; No. 20 red rosin, 97c. per 
roll; No. 25 red rosin, $1.20 per roll; No. 30 red rosin, $1.45 per 
roll. 

Planters.—Dealers are ordering their early requirements 
in this line, but retail sales have not yet started. Prices 
show no change. 

We quote from local jobbers’ stocks. Acme potato 
$9.90 per doz.: Acme corn planters, $10.50 per doz 


Registers.—Sales in this line are slow and probably will 


stocks: 
nails, 


local jobbers’ 
cement coated 


planters, 
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be until building becomes more general. A further advance 
in price would not come as a surprise, judging from the 
way other prices have gone the past week. 

We quote from local jobbers’ 
per cent from standard list. 


stocks: Cast steel registers, 30 
Rope.—Sales are at a low point at present, with prices 
holding steady as last quoted. Stocks seem heavy enough 
to meet the present demand. 
We quote 
26c. per Ib. 


manila 
base. 


from 
base ; 


local jobbers’ stocks: Columbian 
Columbian sisal rope, 20c. per Ib. 


rope 


Sand Paper.—Factories still continue to be behind on 
their orders, with new specifications coming rapidly. Prices 
show no change. 

We quote from local 
paper, $6 ver ream second 
ream; Garnet, No. 1 sand paper, 


First 
sand 
ream. 


jobbers’ stocks: 
grade No. 1 
$15 per 


grade, No. 1 sand 
paper, $5.40 per 


Sash Cord.—Stocks are still low and new cord is very 
slow in coming from the mills. Makers are several months 
in arrears on orders, and higher quotations may be put 
into effect. 

We quote from local jobbers’ stocks: 
No. 8, $1.17 per lb.; cheaper grade 

Sash Weig ies are still far behind on 
their orders and little help can be obtained from outside 
foundries, for they have their own communities to supply. 
There has been no further advance since last quotation. 

We quote from local jobbers’ 
regular sizes, $4.00 per cwt. 

Steel ; are very low and jobbers are deal- 
ing out their stocks as best they can to take as good care 
of their trade as possible. Prices are firm at last quotation. 

We quote from local jobbers’ sheets, 
28-gage, $8.35 per 100 Ib. base: 100- 
Ib. base. 


Solid cotton sash cord, 


sash cord, 88c. per Ib. 


stocks: Cast-iron sash weights, 


stocks: Galvanized steol 
black steel sheets, $6.85 per 


Screws.—Good assortments of screws are difficult to main- 
tain, due to the steady call for this class of goods and the 
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slow shipments from the manufacturers. The latter con- 
dition has improved considerably in the past few months. 
Prices have not changed. 

We quote from local jobbers’ stocks: 
75 and 10 per cent; round head, blued screws, 72% per cent; 
flat head, japanned, 67% per cent; flat head, brass screws, 60 per 
cent: mene head, brass screws. 67% per cent; iron machine 
screws, 72 per cent; brass machine screws, 50 per cent; cap 
screws, 50 per cent; set screws, 50 per cent and 10 per cent from 
standard list. 


Flat head, bright screws, 


Solder.—The price remains unchanged on this item with 
sales running at normal for this season of the year. 

We quote from local jobbers’ stocks: Half and half 
43c. per Ib. 

Tacks.—Prices are holding steady as last quoted on tacks 
with call running fairly light at the present. Mill ship- 
ménts are very slow. 

We quote from local jobbers’ stocks: 
per doz.; tinned carpet, 8 oz., 85c. per 
76c.; double point, 11 oz., 


solder, 


American cut, 8 0z., 82c¢. 
doz.; blued carpet, 8 0z., 
391%4c. per Ib. 

Tin plate.—There is no change in the Tin plate market. 
Stocks are at a very low point here. New stocks are very 
hard to obtain. 

We quote from local jobbers’ 
28, $17.65 per box; IC, 20 x 28, 
per box. 

Washers.—Washers are still holding at iast quotation, 
with sales running at about normal. 

We quote from local jobbers’ stocks: Wrought 
washers, $8.65 per cwt.;: wrought steel, 1 in. washers, 
ewt. 

Wire Cloth.—Factories are still unable to ship anywhere 
near the normal quantity of wire cloth and are from a 
month to six weeks late at the present time in making ship- 
ments, according to their usual schedule. Prices show no 
change. 

We quote 
cloth, 


$2.75 per 


stocks: 
8-lb. 


Furnace coke, ICL, 20 x 
coating roofing tin, $17.30 


steel, 1%,-in 
$8.25 per 


12 x 12 mesh wire 
mesh wire cloth, 


stocks: Black, 
alumina, 12 x 12 


from local jobbers’ 
$2.35 per 100 sq. ft.; 
100 sq. ft. 


CINCINNATI 


Oftice of 
CINCINNATI, 


HARDWARE AGE, 
March 138, 1920. 

OTH jobbers and retail hardware merchants report busi- 

ness as satisfactory for this season of the year, and 
the prospects bright for a big spring trade. The uncer- 
tainty of deliveries, combined with the advancing costs of 
all classes of goods, is having the effect of keeping the hard- 
ware trade in a difficult position, many of them stating that 
conditions as they exist to-day make it very difficult to fore- 
cast the future, and that experience gained through many 
years is of very little value in meeting the problems arising 
in the business world to-day. 

Prices still have an upward trend, though some jobbers 
pretend to see the peak in sight. They base their calcu- 
lations on the fact that consumers are becoming more alive 
to the fact that the solution of the high cost of living and 
everything else, for that matter, is to be found in purchas- 
ing only the things that are absolutely necessary, thus giv- 
ing manufacturers an opportunity of catching up with their 
orders. Whether this will have the desired effect is difficult 
to say, but there can be no doubt that a more conservative 
attitude in regard to purchasing is evident. 

There is quite a demand for refrigerators, and manufac- 
- turers of these articles are reported as refusing to take any 
new orders. Scarcity of lumber and galvanized sheets is 
given as the reason. Step ladders and rope are also in good 
demand, particularly from painters who are getting ready 
for the spring trade. Heavy farming implements and fer- 
tilizers are reported as moving satisfactorily by dealers 
catering to the farm trade. Some jobbers who make a 
specialty of toys and novelties report that business in these 
lines is very good, particularly in Easter novelties. 

In the automobile accessories field, while business is satis- 
factory, some dealers profess to see a slight falling off 
during the past few weeks, and explain it by the high cost 
of all articles. A number of price changes have been put 
into effect during the week, the principal one being the long- 
expected advance in tire prices, which went into effect on 
March 8. Most of the leading manufacturers on this date 
announced price increases averaging from 15 to 30 per cent. 
All accessories manufactured from sheet metal products are 
reported to have gone up about 10 per cent during the week. 
In the opposite direction, the big item of news is that a large 
manufacturer of tire chains has announced that there will 


be a reduction averaging 25 per cent in prices of its goods, 
effective April 1. 

Other advances noted during the week are on galvanized 
ware, lawn mowers, axes, barbed wire, locks, wire and fig- 
ured glass, granite ware, turpentine, linseed oil, white and 
red lead, rivets, sash weights and poultry netting galvanized 
before weaving. 

Builders’ hardware is quiet. This is explained by the fact 
that the carpenters of the city are on a “vacation,” having 
asked for an increase of wages, which was refused by the 
contractors. An agreement exists between the contractors 
and the carpenters which still has a year to run, but car- 
penters have demanded an increase from 75c. to $1 per 
hour to take effect immediately, with a further advance to 
$1.25 beginning Sept. 1. This the contractors refused to 
accede to, and an effort was made to compromise at 90c., 
but nothing has come of it. A large number of carpenters 
are reported to have left the city, and the shortage of labor 
is expected to interfere with the building program planned 
for this spring, unless matters are satisfactorily settled 
within a short time. 

A “Build Your Own Home” exhibition is being held here 
this week, in which everything entering into the building 
of a home is on display, and is being largely attended. Good 
results are expected to be secured from the show, as the 
managers report a great deal of interest being taken by 
the general public. . 

Axes.—Prices have been advanced during the week, and 
the demand is fairly brisk. Stocks are in fairly good shape, 
but deliveries slow. 

Jobbers’ quote: 38% 
doz. 

Aluminum Ware.—Great difficulty is being experienced in 
replenishing stocks, one jobber reporting that orders placed 
last summer are only beginning to arrive now. Retailers’ 
stocks are broken and prices away up. 


Automobile Accessories.—Prices are advancing steadily. 
Leading manufacturers of tires have advanced prices any- 
where from 15 to 30 per cent. Articles manufactured from 
theet metal, such as fenders, have gone up 10 per cent, an 
tn well-known line of speedometers has advanced the same 
amount. A manufacturer of bumpers reports that his out- 
put is sold up to Aug. 1, and that he will not take any or- 
ders before that time. Business in this line on the whole is 


to 4% lb. single-bitted handle axes, $21.79 
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satisfactory, though there has been a slight falling off from 
recent weeks. Motor car finishes are exceptionally active, 
and on this line jobbers are quoting discounts of 53 1-3 off 
list. 

Barbed Wire.—Deliveries are becoming worse day by day, 
and jobbers’ stocks have reached the vanishing point. The 
demand is brisk, principally from farming districts. An 
advance of 15c. per reel is noted over the prices prevailing. 

> apaaated quote: 6-in. 2-pt. cattle wire, $4.55 per 80-rod 
reel, 

Builders’ Hardware.—This line just at present is dull. 
Deliveries have not improved to any great extent. The 
action of the carpenters of this city in taking a “vacation” 
when their demands for increased pay were not granted 
has had its effect on the situation, which is very uncertain. 
The high cost of all materials entering into the construction 
of buildings is reported to have had an adverse effect on 
the building program scheduled for this spring. Notwith- 
standing the high cost of materials and labor, however, there 
is considerable construction work going on, and when con- 
siderable construction work going on, and when conditions 
improve, which observers are confident they will shortly, 
a big boom is expected. There is a great scarcity of dwell- 
ings in this city at the present time, and high rentals are 
offered for anything that is available. It is reported that 
one lock manufacturer has announced a further advance of 
5 per cent on his goods. 

Carbon Drills.—There is a big demand for drills of all 
kinds and, while some jobbers report that their stocks are 
in fairly good shape, great difficulty is being experienced 
in replenishing them. Prices are firm, and no advances over 
previous quotations are noted. 
quote: 35 to 10 per cent off list. 


now 


Jobbers’ 

Express Wagons and Go-Carts.—Retailers report that 
business is picking up very nicely in these lines, accounted 
for no doubt by the warmer weather approaching. Stocks 
are in good shape, and it is anticipated that they will be 
able to take care of any demands that may be made upon 
them. 

Eaves Trough, Conductor Pipe and Elbows.—Owing to the 
shortage of this class of goods, fancy prices are reported 
as being paid. The leading manufacturer is reported to be 
sold so far ahead that he will be uriable to take on any new 
business for some months. Jobbers’ stocks have practically 
disappeared, and prices are only being quoted on applica- 
tion. 

Files.—The demand for files continues steady, and deliv- 
eries are coming through in good shape. Prices are the 
same as last week. ; 

Jobbers’ quote: Best known brands 50 and 5 per cent off list 

Glass.—There is an acute scarcity of window glass and 
plate is almost impossible to secure. A leading jobber is 
authority for the statement that glass will continue in the 
present short supply for some years, or until more factories 
are erected to take care of the increased demand. Scarcity 
of help is also tending to aggravate the shortage, it being 
almost impossible to secure men for this trade. An increase 
of 5 per cent went into effect on wire and figured glass dur- 
ing the past week. Manufacturers have withdrawn all 
quotations. 

Prices quoted are from jobbers’ stocks: Single strength A, all 
sizes, all qualities, 77 per cent discount; double strength’ A, all 
sizes, all qualities, 79 per cent discount; commercial putty, 100-Ib 
kits, 5% to 6c. per Ib. 

Galvanized Ware.—New prices have been issued on gal- 
vanized ware by some manufacturers, which show an ad- 
vance over those previously in force. 

Jobbers’ quote: Galvanized pails. 10-qt., $4.25 per doz.; 12-aqt.. 
$4.65 per doz.; .14-qt., $5.25 per doz. Galvanized tubs, No. 0 
$10.00 per doz.: No. 1, $12.25 per doz.; No. 2, $13.75 per doz.; No. 
3, $16.00 per doz. 

Granite Ware.—-Stocks, generally speaking, are in poor 
shape, and difficulty is being experienced in replenishing 
same. Prices on the whole are the same as those ruling last 
week, 

Jobbers’ quote: 10 to 12% per cent 

Garden Tools.—Advances of about 5 per cent were re- 
cently put into effect on garden tools of all kinds. The de- 
mand is picking up to some extent, and jobbers and retailers 
anticipate a good spring business. Stocks are in fairly good 
shape to take care of the needs of customers. 

Hammer Handles.—Deliveries are away behind in ham- 
mer and axe handles. One jobber reports that orders placed 
last year have not yet come forward. Prices are firm, and 
while some slight advances have been made recently, gen- 
erally speaking, they remain at the same level as prevailing 
for the past month. ; 


discount off list 
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Lawn Mowers.—There is some activity noticed in lawn 
mowers. Manufacturers who recently withdrew prices have 
not announced the new ones. One jobber is quoting 14-in. 
ball bearing lawn mowers at $7.75 net; 16-in. same, $8.70 
net. 

Machine Bolts, Nuts and Screws.—Some difficulty is being 
experienced in securing satisfactory deliveries of bolts and 
nuts, and jobbers are putting in some time keeping after 
shops to rush deliveries. Car shortage, delaying the deliv- 
ery of raw materials to shops, is reported to be interfer- 
ing with production to some extent, the result being that 
stocks in jobbers’ hands are not what they would like them 
to be. Nevertheless, they express confidence in being able 
to attend to the wants of their customers. Prices are the 
same as last week. 
smaller sizes 40 and 
Semi-finished nuts, 
10 off. Lag 
Stove bolts, 60 


bolts, 25 and 5 off list 
screws, 50 and 10 off list. 
larger sizes 50 and 


10 off; 
wood screws, 75 and 10 off. 


Large machine 
10 off. Machine 
9/16 and smaller, 60 and 
screws, 40 and 5 off; 
and 10 off. 

Paints and Oils.—Prices on turpentine, linseed oil and 
white and red lead are somewhat higher than two weeks ago. 
There is a brisk demand for mixed paints of all kinds, and 
manufacturers are reported to have enough business booked 
to last them over the next couple of months. 

We quote: Turpentine, single barrels, 
to 25 gallons, $2.14 per gallon; 1 to 9 gallons, 
Linseed oil, raw, single barrel, $1.98 per gallon; 

1 to ¥ gallons, $2.13. White 

s, 15%ec. Ilb.; 25 and 50-Ib. 

In lots of 500-Ibs. or more 

shburn’s high-grade house 
$3.10 per gal. 

Rivets.—Deliveries are so uncertain that one jobber is 
now having his shipments come by express. There is a 
good supply of the smaller sizes, but larger ones are diffi- 
cult to obtain. Prices on the whole are firmer, and an ad- 
vance is noted over the previous quotation. 

40 per cent discount off list. 


$2.09 gallon; lots of 10 
$2.24 per gallon. 
1) to 25 gallons, 
and red lead in 100 and 300-Ib. 
kegs, 15%c. Ib.; 12%-lb. l6c. 
a discount of 10 per cent is given. 
paint $4.00 per gal second grade, 


kegs, 


Jobbers’ quote: 

Roofing Paper.—While some manufacturers have ad- 
vanced their prices on roofing paper, jobbers are still quot- 
ing the prices in effect for some time past. It is reported 
that the output of some manufacturers is sold so far ahead 
that they are not taking on any new business, and have 
called in their salesmen. 

We quote: Standard, light, $1.75 per roll: medium, $2.05; 
$2.35. Holdfast, light, $1.90; medium, $2.25; heavy, $2.60. 

Rope.—Retailers report quite a demand for rope, chiefly 
from painters preparing for their spring business. Prices 
are unchanged from last week. 

Jobbers’ quote: Fuli coil Manilla 
1, 25e. per Ib. base; full coils, 

Spark Plugs.—Demand for spark plugs is very heavy, as 
many cars are now undergoing their annual overhauling. 
Prices are unchanged. 
Hel-fi standard spark plugs, lots of 1 to 48. 
4214¢. each: lots of 96 and over, 40c. 

lots up to 96, 62%c. each; lots 


heavy, 


brands, No 


base. 


rope standard 
17 Moc per Ib 


sisal, 


Jobbers’ quote: 
he. each; lots of 49 to 95, 
each. Hel-fi super spark plugs, 
of 96 and over, 60c. each. Champion-X spark plugs lots up to 
100, 59c¢, each; lots of 100 or more, 54c. each. 

Sash Cord.—Jobbers report increasing difficulty in se- 
curing sash cord. No. 7 braided is now quoted at 87%c. 
per lb., an advance of '2¢. over previous quotation. 

Sash Weights.—Another advance went into effect last 
week, and great difficulty is being experienced in securing 
this item from foundries. One jobber reports that he is only 
able to get about 25 per cent of his needs. 

Jobbers’ Weights at 

Wire Cloth and Poultry Netting.—In common with all 
other wire products, there is a shortage of these items, and 
jobbers are not any too optimistic about their ability to take 
care of the demands they expect to be made upon them. 
A slight advance is noted in the price of poultry netting 
galvanized before weaving. 
quote: Black-painted wire cloth, 12-mesh, $2.25 per 
poultry netting, galvanized before weaving, 45 and 
discount; galvanized after weaving, 40 and 5 per cent 


now quote: Sash $4.25 per 100 Ibs. 


Jobbers’ 
100 sq. ft.; 
5 per cent 
discount. 

Wire Nails.—The nail shortage is acute. Deliveries are 
not improving, and when an occasional car is received it is 
distributed sparingly. Independent mills are reported to be 
asking and-receiving $7 to $8 per keg base, and these are 
being disposed of to the trade and consumers by supply 
houses at from $8.25 to $9.25. Nails command almost any 
price asked, such is the demand. Jobbers are still quoting 
$4.50 per keg, base price, and are sticking to this price even 
in the face of the heavy premiums being offered. 

Zine Oilers.—No price changes are noted since last quota- 
tions, jobbers still quoting 10 and 10 off list. Sales are re- 
ported to be very good. 








and Soft Steel Bars 
and Shapes 


iron 


Bara: 
Refined Iron, base price... 
Swedish Bars, base price.. 
Soft Steel: 
% to 1% in., round oes, 
square 
1 to 6 in. x % in. to 


lto6é6in.x %& 


Rods—% and 11/16. 

Rands, 1% to 6x SAS ‘to 
22@5 
4.47@55 


Benms and channels—3 to 15 
in. 3.47 @4.25 
Vagles: 
8 in. x % In. and larger, 
3.47 @4.2! 
3 in. x 8/16 In. and be in. 
3.72@4. 
1% to 2% in. x & =. 


1% to 2% in. 
and thicker 
1 to 1% in. x 3/16 In 


3 1@4. 65¢ 
2% x . and 
thicker 3.57@4.45¢ 
in. and larger 3.52@4.30¢ 


Merchant Steel Per lb. 
Tire, 1 x in. and bye ed 
% % 52@4.25¢ 
Toe calk % x % in. an 
larger 
Open-hearth spring steel 
Standard cast steel, base 
price 
Extra cast steel 
Special cast steel... .23.00@25.00¢ 


Tank Plate—Steel 
Per Ib. 
8.67 @4.50¢ 


1% to 


% in. and heavier 


Paint material prices as quoted 


— and 
bie Oils— 
Carload 

$1.84 
1.STa 


Animal, Vege- 
ta 


L inseed, Raw, 


, five-bbl. lots.... 
Out-of- town, five-bbl. 
lots and over 
Boiled, 2¢ @# gal. 
Raw. 
Lard, prime, winter, edible in 
bbls., per gal 1.o0@a 
Cotton seed, Crude 
f.0.b. mill ......-. 
Yellow Summer 
Prime, bbl. 
Tallow, Acidless, 
lots in bbl 
Menhaden 
Northern Crude 
eee f.o.b. Fac- 
tor .95@.98 
Light Pressed 
Yellow Bleached 24@ 
White Bleached 
Winter 
Cocoanut Ceylon do- 
mestic, bbl. per Ib 
Cochin Imported, spot.. 
Domestic, bbl. 
Cod, Domestic, Prime. 
Newfoundland, in bbl.. 
vorn, Refined, bbl., 
Ib. 


L844 
advalice vB 


18.00@ 


.19.00@ 


nominal 


1.24@ 


18@18'% 
20% @— 


-$1.16@ 
-1.16@1.17 


Porpoise body 

Olive p neon Ae 
Neatsfoot, Prime 
Palm, Lagos, spot per 


Soya Bean, bbl., Ib....18%4@18% 


Maseiancens— 
Barytes 
White, Pari. 
. nomina) 
Domestic, prime, 


white floated, 
BB wee e+e eee +. 84,00@86.00 
Off color, in aoe 
8 ton sees + --21.00@24.00 
ont. English, cove a") ton nominal 
ton nominal 
owing, ‘Cay, * Imported, 


18 00@23.50 
8.50 @20 


Current Metal Prices—March 18, 1920 


Sheets 
Blue Annealed 
Per Ib. 
5.07 @6.25¢ 


Perereererrer 
io 0 ea e.wre. pre 6 ome 
Boz Annealed—Black 
Soft Steel 
C. R., Wood's 
One Pass, Refined 
Per lb Per lb. 
and 20...6.80@8.80 
and 24...6.85@8.85 9.80¢ 
No 26 90@8.90 9.85¢ 
. 28 7.00@9.00 10.00¢ 
No. § 7.10@9.10¢ 
No. 28, 36 in. wide, 10¢ higher. 
Galvanized Per Ib 
No 7.25@10.00¢ 
No H 7.50@10.25¢ 
Nos f ; .-7.65@10.40¢ 
Nos. 22 24.......7.80@10.55¢ 
No. 26 ..++7.95@10.704 
NOs 2S sees 8.10@10.85¢ 
No. §£ iin .8.25@11.00¢ 
No. & uk S% oo ee. -8.75@11.50¢ 
No. 28, 36 in. wide, 20¢ higher. 


Corrugated Roofing, Gal- 
vanizec 
2% in. corrugations, 10¢ per 100 
Ib. over flat sheets. 
Steel Wire 
Base Price* on No. 9 
coarser: 
Bright Basic 
Annealed Soft 
Galvanized Anne aled 
Coppered Basic 
Tinned Soft Bessemer 


Brass Sheet, Rod, Tube and 


gage and 
P 


Base Price 
High Brass Sheet... 
High Brass Wire.... 
Brass Rod 26% @29¢ 
Brass Tube .. 424 @44%¢ 
Copper Sheets 
Sheet copper, hot rolled, 
294%¢ per Ib. base. 
Cold rolled, 14 oz. and heavier, 
2¢ per Ib. advance over hot rolled. 
rolled 


*Re gular extras for lighter gages. 


281, @29 we 
28), @20u¢ 


® Ib. 1.60@1.65 
®@ 100 Ib. 
Commercial 1.15@1.20 
iilders ++ +1.20@1.25 
Ex. Gilders - -1.80@1.40 


Cobalt, 


Patty Commercial— 
Commercial, 120 Ib. 
tube ... 
Pure, 


In 1 lb. to 5 Ib. tins...6.00@7.35 


Spirits Tuarpentine— 


B get. 
In Machine bbls.. - 


Gum Shellac— 
® Ib. 


Diamond I nominal 


Fine Orange nominal 
Medium Orange nominal 
A. C. Garne .25 .30 
Button ..ccocveccecesse sOmINal 
— Button nominal 
T 


v 3. nominal 
Colors in Oil— 


Black, Lamp 

Black, Coach, Japan... 28@40 

Black in oil 382@36 

Drop Black 32@36 

Blue, Chinese 1.00@1.10 
Blue, Prussian 1.00@1.10 
Blue, Ultramarine 40@50 

French Ochre 18@22% 
Green, Chrome, 70@75 

Green, Paris 

Indian Red 

Venetian Red 

Sienna Burnt 

Umber, Raw 

Umber, Burnt 

Chrome Yellow 


Pure... 


and Red Lead, 
Cents ® Ib. 
10%@11 


White 
&e.— 


Lead, American White 
Dry 


Tin Plates 
Bright Tin 
Grade Grade 
“AAA” coaee 
Charcoal Charcoal 


Ooke—14 @ 20 
Primes bee 7} 
9.8 34 
. 65 
0.75¢ 
10.00¢ 
11.00¢ 
12.00¢ 
TID 13.00¢ 
IXXXX 14.00¢ 
Terne Plates 
8-Ib. Coating 14 @ 20 


Lake Ingot 
Electrolytic 
Casting 


Spelter and Sheet Zinc 
Western spelter 10% @11%¢ 
Sheet zinc, No. 9 base, casks, 


14@14% 


Lead and Solder* 
American pig lead....10%@11\4%¢ 
Bar lead +@11%¢ 
Solder % and % guaranteed...4 
No. 1 solder 

tefined solder 

*Prices of solder indicated by pri- 
vate brand vary according to com- 
position, 


Hardware Age 


Babbitt Metal 


Best grade, per Ib 
Commercial grade, per 


Antimony 


Asiatic 124% @12%e 


Aluminum 


No. 1 aluminum (guaranteed 
over 99 per cent pure), In 
ingots for remelting, per 
ms 46 - 35@ 3%, 
Lead has been the strong factor 
this week, the other items being 
dull and slightly lower. 


Old Metals 
Cents 
Per ib 
heavy and crucible. ..16.75 
Copper, heavy and wire 16.00 
Copper, light and bottoms... .14.50 
Brass, heavy 10.50 
Brass, light 
Heavy machine composition. ..15 
No. 1 yellow rod brass turn- 
ings 
No. 1 red brass or composition 
turnings y 
Lead, heavy 
Lead tea 


Copper, 


Standard—Steel 


Bik 
% in. Butt 
bY -3 in. 
8%-6 in. 


7-12 in. Lap... 


Wrought Iron 


in New York March 18, 1920 


In Ol] White, less than 
500 Ib., per 100 


500 Ib. up to 2000 Ib., per 
100 Ib. 


2000 ». wp to 10,000 Ib. per 

100 TerErErrrerrrerrey (4 
10,000 up to 30,000 Ib., per 

100 Ib. 1 
Carload, 

per 100 
Litharge, American, powdered, 

,Steel Kegs, per 100 Ib 


minimum, 15 tons, 


at) 
500 Ib. up to 2000 Ib.....13.9 
2000 Ib. up to 10,000 Ib. 


10,000 Ib. up to 30,000 Ib., 
per 100 


Carload, minimum, 


3 
15 tons 
12 


Zine, Dry— 
Red Seal (French proc.) 
11%@11% 
Green 81, (French proc.) 
12% @12% 
White §l. (French proc.) 


13% @18% 
American Process. 
5p.c. lead sulphate..9 @9% 
10 p.c. lead sulphate. .8%@9% 
20 p.e. %@9 
35 p. c. 


lead sulphate. .8 
lead sulphate. .8%@9% 


Dry Colors— 
Black, Carbon Gas..... 
Black, Bone powdered... 
Black, Drop ..... 

Black, Lamp 
Black, Ivory 
Mineral Blacks, 


Blue, Celestial 
Blue, Chinese 
Blue, Prussian, Domestic 
a— 

Blue, Prussian, Foreign... .nomina) 
Blue, Soluble 95 @— 
Blue, Ultramarine, bbl. .15@50 
Brown, Spanish, high 

grades, per ton......24,00@— 
— Spanish, 


Carmine, No. 40, bulk.. 
Green, 


.5.20@5.50 
Chrome, ordinary 
7@15 
Green, Chrome, .89@50 
Medium 40@50 
Metallic Paint, % ton. 
Brown .. 82.00 @36.00 
Red 35.00@40.00 
Ochre, Medium, ® ton.30.00@40.00 
American Golden, @ 1b.24%@ 
Foreign, Golden ® MD. .4%@8% 
French 
Urange, 


Light... 


Mineral English, 
nominal 
nominal 
54% @16% 


French 

American 
Red, Indian 

American, ®@ 100 fT... 
ked, Tuscan 22@30 
Ked, Venetian, ®@ 100 lbs.2%@5 
Rose Pink -19@20 


Sienna, Italian, burnt 
and powdered 


Burnt lump 
Italian, Raw, pow- 


red 


-14@16 


American, 
American, Burnt and pow- 

dered 3%@ 5 
Tale, French nominal 
American, per ton. .$20.00@40.00 
Italian nominal 

Terra Alba. 
French ®@ 100 MD. .nominal 
2nglish ! 100 Ib. .nominal 
American, # 100 Ib. No. 1, 
1.25@— 
American, #, 100 Ib. No. 2, 
1.00@— 


5% @7 
nominal 


Umber, Turkey, Burnt 
and powdered 
Raw and powdered 
Burnt, American . 4%@6 
Raw lumps -nominal 
Raw @5 
Yellow, Chrome, Pure.....28@30 
Uxide Red, Domestic, 
copperas in 
Vermilion, Quick Silver 
‘ 1.5 
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Boston Paint Market 


Office of HARDWARE AGkg, 
Boston, March 13, 1920. 

The local market for mixed paints during the past week 
has shown little signs of life because of weather and trans- 
portation conditions. A ray of hope is visible, however. 
The railroad and express companies, since being passed 
back to private ownership, have endeavored to lift em- 
bargoes and indications are that the movement of goods 
in and out of stock will be much freer before the close of 
another week, provided, of course, additional snowstorms 
are not experienced. 

Much of the past week has been devoted by the big paint 
houses to answering letters from customers who want to 
know where their paint, etc., is. Here is a single illustra- 
tion which shows why Bill Jones, down in Gloucester, 
wanted to know where his paint was. Bill sent his order 
into a local concern, which was received Feb. 7. The order 
was assembled and ready to be shipped out early Feb. 9, 
but the local firm could not get a railroad or express com- 
pany to accept the consignment until Feb. 21. On the last 
named date the goods left the store here and at last ac- 
counts had not reached Bill down in Gloucester. In normal 
times Bill would have received his paint on Feb. 10 at least. 
There are thousands of such cases. The local wholesale 
dealers have hired extra trucks in an effort to get goods 
off their floors and into the hands of the hardware dealer 
or consumer. There is no shortage of mixed paint on this 
market, nor is there likely to be this spring, and the gen- 
eral opinion among the big paint interests here is that 
prices will remain on their present level for some time. 

Dry Colors.—The leading feature of the dry color market 
continues to be the scarcity of whiting. Dealers are asking 
fancy prices for same, if they have any for sale, and for 
that reason no reliable quotation is obtainable. There is a 
reason for the scarcity. The big paint houses find it far 
more profitable to use what whiting they have in wall fin- 
ishes than to sell it in the dry form. Therefore the little 
whiting that is finding its way into the large distributing 
centers of the country is going into wall finishes. 

Barrel Lots.—Plaster of paris, $4.90 per bbl.; whiting (com- 
mercial bolted) 2%c. per lb.; whiting gilders, 2%4c. per Ib.; 
dry zinc (American), 20c, per Ilb.; lamp black, bulk, 15c. per Ib.; 
lamp black in 1-lb. packages, 19c.; raw and burnt umber, 9c. and 
lZe. lb.; raw and burnt sienna,,15c. to 17c.; Prince’s metallic 
brown, 3\c.; yellow ochre, 3%4c.; Venetian red, 24c. per lb. 

Pound Lots.—Paris green, in 1-lb. packages, 50c. lb.; in %4-Ib. 
packages, Sle. Ib.; in ¥, -Ib. packages, 52c. lb.; ultra marine blue 
24e ) 

Glue.—Glue is selling all the time, but not in large 
amounts. Local wholesale concerns are well supplied and 
can make prompt deiveries providing the carriers do their 
part. Prices hold strong on the recently upward revised 
basis. 

Glue ground, 16c. per Ib.; 
per lb. 

Lead.—Those wholesale interests who were fortunate 
enough to have a good stock of lead on hand are naturally 
bullish on the market. Those who were less fortunate, 
however, and they are in the majority, are inclined to be 
bearish. In other words, they think the market has reached 
the top and that the next move in prices will be downward. 
Just now the demand for lead is restricted owing, in a 
measure, to the high prices quoted, but it is a little early 
in the season to forecast prices or the volume of future 
business. 

White, in oil and dry, 12%-lb. kegs, 16c.; 25 and 50-lb. kegs, 
15%c.; 100-lb. kegs and larger, 1544c.; for 500-lb. lots and over 
deduct 5 to 10 per cent. Dry red lead and litharge, 12%-lb. kegs 
l6ec.; 25 and 50-lb. kegs, 15%c.; 100-lb. kegs and larger, 15%4c.; 
red lead, in oil, 121%4-lb. kegs, 16%c.; 25 and 50-lb. kegs, . 
100-lb. kegs and larger, 15%c.; orange mineral, 12%-lb. 
16%c.; 25 and 50-lb. kegs, 16c.; 100-lb. kegs and larger, 15%4c. 

Oils, Ete.—The turpentine market apparently has recov- 
ered from its slump. On the recent decline a number of 
buying orders appeared in the market of sufficient propor- 
tions to check the drop and more too. 

Castor oil, $2.30 per gal.; cylinder oil, 50c. gal.; gasoline, 50 
gal. or more, 29c. per gal.; kerosene, 50 gal. or more, 2ic. gal. 
lard oil, $2 gal.; alcohol, denatured, 76c. per gal.; wood, 78c. 
gal.: linseed, raw in barrel lots, $1.89 gal.; in 10-gal. lots, $1.99 
in 5-gal. lots, $2.04; in gal. lots, $2.09; neatsfoot, $1.85 gal.; 
sperm, $2.30 gal.; paraffin, 35c. gal.: floor oils, 50c. gal.; tur- 
pentine, $2.21 gal. in barrel lots; in 10-gal. lots, $2.28; in 5-gal 
lots, $2.31; in 1-gal. lots, $2.33; benzine, 35c. per gal. 

Shellac.—Since last reports there has been more or less 
talk in local paint circles of a reduction in shellac gum 
quotations, but careful investigation shows no deviation in 
Boston prices. Possibly the story originated from’ offer- 
ings elsewhere at reduced prices, but such sales evidently 


plate, 30c. per lb.; clear bonnet, 37c. 
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were not of sufficient proportions to influence the local 
market. 

We quote from jobbers’ stocks: 
best white gums, $1.90; ordinary 

Sundries.—Quite recently there was a rise in prices 
quoted for paint removers, but the higher level was not 
long maintained, prices to-day being back to their old basis 
of $2.50 list base. One of the leading Connecticut manu- 
facturers has advanced putty knives about 10 per cent. In 
fact, the tendency of all steel tools is upward, and some of 
them are difficult to obtain in sizable lots owing to the fact 
that manufacturers are far behind on deliveries. 

Putty (best), in 125-lb. drums, 8c. per lb.; commercial putty 
(in drums), 5c.; paint removers, $2.50 per gal., list; ‘%-gal. cans 
$1.35; quarts, 80c.; pints, 45¢.; 144-pints, 30c.; oxalic acid, 50e 
per Ib. 

Varnishes.—Additional 
an advance in prices on varnishes, 
eral market can be considered 25e, a gallon higher on the 
cheaper grades and 50c. a gallon higher on the better kinds. 
There are, however, a few concerns still quoting on the old 
basis. 

Waxes.—Little of interest has transpired in the market 
for waxes during the past week. There is more or less de- 
mand all the time and prices hold firm. 

Waxes.—Floor waxes, 45c. to 50c. per Ib.; paraffin 
cakes), 10%c. Ib.; paro wax (in Ib. cakes), 12c. best 
55c. per cake. 


$1.90 per Ib.; 
$1.80. 


UOrange 
grades of 


gums, 
white, 


manufacturers have announced 
so that to-day the gen- 


waxes (in 
bees wax, 


Twin Cities Paint Market 


Str. PauL AND MINNEAPOLIS 
March 10, 1920 

While painting has not started to any great extent so far 
there is a marked increase in the amount and volume of 
sales. A considerable portion of this covers inside finish- 
ing, naturally due to the continued cold weather in this 
vicinity. Prices are holding steady and strong with tur- 
pentine showing about the only fluctuation in the market. 
Linseed oil has advanced 2c. over previous quotation. 

Mixed Paint.—There is no change in market on mixed 
paint and sales are for the smaller size packages and in 
small quantities. 

We quote stocks: First grade house 
$2.60 per gal.; paint, $2.30 per gal 

White Lead.—White lead still remains at last quotation 
with sales at a low point. 

quote from local jobbers’ stocks White lead in 
kegs, $13.61 per cwt. with usual differentials for size of 
ind quantity. 

Turpentine.—Since last report was printed turpentine has 
advanced and declined and is now at a price of 1'%c. cheaper 
than last quoted. 

We quote from local 
at $2.19 per gal. 

Shellac.—Shellac remains steady and strong as last quota- 
tion. Sales are in small quantities so far. 

We quote from local jobbers’ White shellac in barrel 
lots, $6.85 per gal orange shellac in barrel lots, $6.35 per gal 

Linseed Oil.—Linseed oil has advanced 2c. per gallon since 
last quotation. Sales are rather light and in small quan- 
tities. 

We quote from local 
(boiled), $1.92 per gal.; 
per gal. 

Denatured Alcohol.—There has been a continued call for 
denatured alcohol up to almost the last few days. The 
warmer weather has caused some falling off on the sale of 
this product, however, just within the week. 

We quote from local jobbers’ stocks Denatured 
barrel lots, S0c. per gal 


New York Cutlery Market 


Office of HARDWAGE AGE, 
New York, March 15, 1920 
HE situation in the local market is unchanged, although 
the scarcity in many items is perhaps even more acute 
than a week ago because of the railway embargoes which 
have prevented many jobbers and dealers from receiving 
deliveries that had been expected. New shipments of for- 
eign cutlery are being rec eived, and it is understood that one 
local firm is offering German razors for immediate delivery 
at $20 per dozen with a 10 per cent discount for lots of six 
dozen or more. 

A good deal of buying interest is developing for putty, 
scraping, and paper hanging knives as the spring paint and 
building season approaches. 

Paper Hangers’ Knives.—Forged steel blade, 3% in. long, 


jobbers’ 
house 


from local paint, 


second grade 


100-Ib 
package 


jobbers’ stocks: Turpentine in barrel lots 


stocks 


Linseed oil in barrel lots 
barrel lots (raw), $1.90 


jobbers’ stocks 


linseed oil in 


alcohol in 
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1% in. wide, polished maple handle, 1 doz. in box; round, 
$4.37 per doz.; square, same, $4.37 per doz. Forged steel 
blade, taper rolled, 3% in. long, 1% in. wide, square point, 
polished maple handle, $5.70 per doz. 

Putty Knives.—Polished steel blade, 1% in., brass ferrule, 
stained cherry handle, 1 doz. in box, $1 per doz. Forged 
steel blade, tempered, cocobolo handle, 3 rivets in handle, 
metal bolster, stiff blade, 1% in. long, $5.20 per doz.; 2-in, 
blade, $7.15 per doz. Flexible blade, 1% in. long, $5.85 per 
doz.; 2-in. blade, $7.80 per doz. 

Scraping Knives.—Saw steel blade, 3% in. long, 2 rivets, 
hardwood handles, $1.10 per doz. Scraping knives, forged 
steel blade, cocobolo handle, lap bolster, riveted, warranted, 
3-in. blade, $9.20 per doz.; 4-in. blade, $12.08 per doz. 

Jack Knives.—There is a very large demand for both 
jack and pen knives, and jobbers find it almost impossible to 
satisfy dealers’ orders because of limited stocks on hand and 
the difficulty of getting additional supplies. 

Standard American 2-bladed jack-knife, 3% in. in length, 
stag handles, brass lined, electro silver shield, 2 steel 
bolsters, no cap, $11.50 per doz., with a discount of 5 per 
cent for dozen lots or more. American jack-knife, 3% in. 
long, stag handle, electro silver bolsters and shield, brass 
lined, 1 pen blade and 1 large clip, polished blade, $12 per 
doz., 5 per cent discount box lots. “Bon” jack-knife, 2 
blades, polished celluloid handle coverings, steel lined, 3 
brass rivets in handle, polished back, $4 per doz. Two-bladed 
pen knife, standard size, black fiber handles, brass lined, 
steel rivets in handles, $4 per doz. 

Boy Scout Knives.—Standard pattern, stag handles, brass 
lined, electro silver shield and shackle, contains punch cap 
opener, cap lifter, screw driver and 1 large polished blade, 
3% in. long, $18.53 per doz., with a discount of 5 per cent 
for box lots. 

Butcher Knives.—Crucible steel blade, extra finish, coco- 
bolo handle, 3 brass rivets and burrs; 6-in., $4 per doz.; 
7-in., $5 per doz.; 8-in., $6 per doz. High-grade steel blade, 
scale tang, beech handle, 6-in., $2.75 per doz.; 7-in., $3.50 
per doz.; 8-in., $4 per doz.; 10-in., $7 per doz. 

Kitchen Knives.—Tempered steel blades, full polished, 
assorted styles, with enameled handles, $1 per doz. Forged 
steel blades, assorted styles, ebonized handles, $1.20 per 
doz.; crucible steel blades, 314-in., assorted cocobolo, box- 
wood and ebony handles, brass rivets and burrs, $2.75 per 
doz. 

Scissors and Shears.—The demand for both steel scissors 
and shears has fallen off somewhat since the recent ad- 
vances, it is reported. 

Trimmers.—Japanned handles, 6-in., $11.58 per doz.; 8-in., 
$14.53 per doz.; 10+in., $22.37 per doz. Nickel plated trim- 
mers, No. 136, 6-in., $13.58 per doz.; No. 138, 8-in., $17.16 
per doz.; No. 130, 10-in., $26.63 per doz. 

Manicure Scissors.—No. 573%, $17.20 per doz.; No. 574%, 
$18.15 per doz. 

Nail Scissors.—No. 663%, $17.20 per doz. 

Ladies’ Oval Pattern Scissors.—Three-in., $11.17 per doz.; 
5-in., $13.17 per doz.; 6-in., $14.63 per doz. 

Flat Pattern Ladies’ Scissors.—Five-in., $12.63 per doz.; 
6-in., $13.58 per doz. 

Pocket Scissors.—Three and one-half in., $12.10 per doz.; 
4-in., $12.63 per doz. 

Carving Sets.—Set consisting of knife, fork and steel, 
8-in., forged steel blade, polished stag handle, $3.25 per set. 
Three-piece set, 8-in., forged steel blade, genuine stag han- 
dles, sterling silver ferrules, $5.35 per set. Three-piece set, 
9-in., forged steel blade, genuine stag, fancy sterling silver 
bolster, $7 per set. 

Table Knives and Forks.—Tempered steel blades, full 
tang, 3 rivets, no bolster, white bone handle, 4 prongs, $1.90 
per doz. pieces. Polished tempered steel blade, metal cap 
and bolster, ebony handle, 4 pronged fork, $3.25 per doz. 
pieces. Forged steel blade, celluloid handle, solid bolster 
highly polished, $6.25 per doz. pieces. 

Razors.—Old style open blade type, with rubber handles, 
full hollow ground, %-in., %-in., %-in., $21 per doz. Three- 
quarter hollow ground, %-in., %-in., %-in., $18 per doz. 
Half hollow ground, %-in., %-in., %-in., $14 per doz. 


Boston Cutlery Market 


Office of HARDWARE Aar, 
Boston, March 13, 1920. 
General opinion among the retail hardware merchants 
and jobbers we have talked with during the past week is 





Hardware Age 


that the cutlery supply situation is growing more unsatis- 
factory every day. The railroad embargoes occasioned by 
snows and ice, coming on top of the steel and coal strikes, 
put the manufacturers just so much further behind on 
deliveries. Early in the year some of the manufacturers 
thought they had begun to see light ahead on shipments, 
but to-day most of them hold out little encouragement. 

Landers, Frary & Clark, New Britain, Conn., have ad- 
vanced butcher, kitchen, table knives, etc., from 7% to 10 
per cent and scissors and shears 10 per cent. The Bridge- 
port Hardware Mfg. Corp., Bridgeport, Conn., recently ad- 
vanced tinners’ snips about 10 per cent. 

English and French kitchen knives have been offered on 
this market recently with deliveries guaranteed in three to 
four months. Some of the jobbers have placed orders at 
prices which compare very nearly on a par with those 
quoted for American goods of a similar nature. There is a 
certain class of retail dealers who have a call for French 
knives no matter what the price is, and they will welcome 
the news that such stock is available after several years of 
absence. 

Snips.—Tinners’, No. 12, $1.21 each; No. 10, $1.95: No. 9, $2.13; 
No. 8, $2.40; No. 7, $3.05. Dental snips, No. 0, $12.50 per doz.; 
No. 1, $13.70. Pocket snips, No, 13, $1.12 each. 

Scissors.--Heinisch and Wiss, standard embroidery (two sharp 
points) 3 in., $11.50 list per doz.; 3%-in., $12; 4-in., $12.40, Stand- 
ard ladies’ (one round and one sharp point), 4-in., $12.20 list per 
doz.; 5-in., $13.10; 6-in., $14.70. Pocket (two round points), 4-Iin. 
$11.50 list per doz.; 4%-in., $11.95; 5-in., $12.40, Buttonhole, 4%-in 
$14.75 list per doz. Manicure, 3%-in., $16.35 list per doz. Nail, 
3%-in., $16.35 list per doz, 

Shears.—High grade japanned, straight, 6-in., $11 per doz.; 
6%-in., $11.75; T-in., $12.40; 7%-in., $13.10; 8-in., $13.80; 8%-in., 
$14.50; 9-in., $17.25; 10-in., $21.25; 1l-in., $24.10; 12-in., $26.10; 13- 
in., $29. Nickel plated, 6-in., $12.90 per doz.; 6%4-in., $13.90; 7-In., 
$14.85; 7%4-in., $15.50; 8-in., $16.30; 814-in., $17.25; 9-in., $20.50 
Japanned bent trimmers, 9-in., $19.30 per doz.; 10-in., $23.25, 
ll-in., $25.50; 12-in., $27.60; 13-in., $29.90. Barber shears, French 
pattern, 6%4-in., $17.25 per doz.; T-in., $18.40; 7%4-in., $19.50; 8-in., 
$12. Paper hangers’ shears, 12-in., $26 per doz.; 14-in., $32.90 

Knives.—-Butcher, beech handles, standard makes, 6-in., $3.75 
per doz.; 7-in., $4.50.; 8-in., $6; 10-in., $8.50; 12-in., $12. Ebony 
handles, standard makes 6-in., $6 per doz.; 7-in., $7.25; 8-in., 
$9: 10-in., $12.50; 12-in., $15.50. 

Pocket knives.—Standard two-blade cap, bolster and shield 
brass lined, desirable sizes, $10 to $11 per doz.; less desirable 
kinds, bolster and shield, $9; steel lines, 3%-in., two blades, 
$5.50 to $5.75. 

Clippers.—Flexible horse clippers, No. 1, $12.75; No. 2, $16, list 
discount, 25 per cent. ; 

Safety Razors.Gillette, regular sets, $5 to $5.50; traveling 
sets, $16 to $27, less 25 per cent discount; Auto-Strop, regular 
sets, $5, less 25 per cent discount; Gem, $1 sets, $8.40 in dozer 
and $9 in less than dozen lots; Ever Ready sets, $8.40 in dozen 
lots and $9 in less than dozen lots. 


Coming Conventions 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT ASsso- 
CIATION, composed of Alabama, Florida, Georgia and Ten- 
nessee State Associations, Convention and Exhibition, At- 
lanta, Ga., May 4, 5, 6, 7, 1920. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 


SOUTHERN HARDWARE JOBBERS’ ASSOCIATION CONVENTION, 
Atlantic City, N. J.. May 11, 12, 13, 14, 1920. Headquar- 
ters, Marlborough-Blenheim. John Donnan, sceretary, Rich- 
mond, Va. 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
CONVENTION, Atlantic City, N. J., May 11, 12, 18, 14, 1920. 
Headquarters, Marlborough-Blenheim. F. D. Mitchell, sec 
retary-treasurer, Woolworth Building, New York City. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Buffalo, N. Y., June 22, 23, 24, 25, 1920. Headquarters, 
Hotel Lafayette. Herbert P. Sheets, secretary, Argos, Ind. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION 
AND EXHIBITION, Greenville, S. C., May 11, 12, 13, 14, 1920. 
Headquarters, Imperial Hotel. T. W. Dixon, secretary- 
treasurer, Charlotte, N. C. 


The Kramer Hardware Co., Dayton, Ohio, has been in- 
corporated by Edward D. Kramer and Geo. Kramer, to 
carry on a general hardware business in that city. The 
capitalization of the company has been placed at $50,000. 

he store of the Central Hardware Co. at Ironton, Ohio, 
was completely destroyed by fire on the morning of Janu- 
ary 8, causing a loss of probably $100,000. It is understood 
that the company will continue the business if a suitable 
location can be secured. 


































Letters of a Sales Manager to His Men 
LV 
Hunting for Game—Or Hunting for Business, What’s the Difference ? 


This is the fifty-fifth of a serics of sales letters, which, though intended primarily for 
traveling men, will be of interest to every member of the trade. They were written by . 
the sales manager of a great hardware jobbing house to a corps of salesmen who in the 
last eight years have doubled the business of the firm. The letters are really short editorials 
which prefaced actual merchandise instructions. The author has consented to their publi- 
cation at the solicitation of Harpwake AGE, in which they will appear in succeeding issues 
through the year. 


In either event you want to see clearly the objective point. 


Suppose a hunter said, “I know in a general sort of way what I am aiming at—so I’ll 
start in and shoot a few rounds at random and see if I hit anything.” 


“After I have been shooting a while I may discover what I want to shoot at.” 
Great hunter—eh?—You would call him a fool. 

I know salesmen and so do you that hunt for orders in just that way. 

The hardest thing in the world to explain is something you don’t know. 


When I discover that one of our salesmen is not selling a line—I know it’s because he 
is talking generalities. He isn’t hitting the nail on the head. He doesn’t even see the nail. 


To make a man buy what he has not previously decided to buy, you must show him 
the advantages, to him, in its possession by him. 


Merit is as thick in the lines of merchandise we sell as plums are in a pudding, but you 
salesmen must point it out to your customers. 


Every objection your customer brings against your merchandise should be met with 
a prompt counterstatement, from you, that will sweep his objections away. 


There’s a good answer for every objection and you must have it at the tip of your 
tongue. If you do not, your prospect has the upper hand of the interview and you never 
made a sale in your life where you were not complete master of the situation. 


No “half way” knowledge about your proposition will win for you. 


Half way knowledge is all right if you only want half success, but to get clear across 
the line, to win the order you are after, you must tell your story as though it was your life’s 
story. 


This hardware business gets more and more complicated each year—but not too much so 
for the fellow who will study and work. 


Some one once asked Edison if he did not attribute his success to inspiration. “No,” 
said Edison, “I attribute it to perspiration.” 


It’s a good many years since hard work was invented, and while thousands of men have 
tried to reach the goal of success without it—it stands to-day as it always has, as the one 
sure, positive way of getting big pay in your envelope. 





Major Simmons Is Answered 


Kentucky Winchester Club Takes Exceptions to Speech Made at Convention 


of Pennsylvania and Atlantic Seaboard Hardware Association— 


Ninety per cent of Winchester Dealers Satisfied, 
Asserts Secretary Knight—Ash- 
tabula Letter 


Sharpsburg, Ky., Feb. 24, 1920. 


Editor, HARDWARE AGE, New York, N. Y. 

Dear Sir: I read with some interest, and I confess 
some resentment, the speech of Major Simmons at the 
Philadelphia convention on the Winchester Plan. 


* * % * * * * * 


However, there was one statement made by Major 
Simmons which, in the interest of truth and justice, I 
cunnot permit to go unchallenged. This was the state- 
ment he made near the close of his speech that Mr. 
Anderson, Treasurer of the company, had said in one 
of his speeches before the State Winchester Clubs that 
“the malicious report is being spread around that the 
Winchester Company is broke, which statement is re- 
futed by the purchase of Montgomery Ward & Co. at 
$90,000,000, and that the Winchester Company was 
either not broke or had a mighty good credit.” 

While the writer did not hear all the speeches of Mr. 
Anderson, made before various clubs, yet the substance 
of what he said was presumably the same at all places. 
Mr. Anderson did not even state as a fact or even inti- 
mate that the Winchester Company had purchased Mont- 
gomery Ward & Co., but what he did say along that 
line was an effort to show the inconsistency of the Win- 
chester critics who were saying in one breath that the 
company was broke and in the next that it had pur- 
chased Montgomery Ward & Co. for $90,000,000. The 
remark was made facetiously by him, as it was by other 
Winchester representatives at other meetings that “our 
critics are saying that we are broke and yet we have 
enough money to buy Montgomery Ward & Co. for $90,- 
000,000, which shows that we are either not broke or 
have a mighty good credit.” This was just a bit of 
irony spoken in a facetious vein and was capable of no 
other construction, and I think was so construed by 
all who heard it, while Major Simmons has twisted it 
into a statement of fact by Mr. Anderson and an ad- 
mission by him that the Winchester Company had 
bought Montgomery Ward. 

The Winchester Company has no connection with the 
so-called “tobacco crowd,” United Drug Co., United Re- 
tail Stores Corporation, Montgomery Ward & Co., or 
any other concern of the kind, this denial having been 
specifically made in the February number of the Na- 
tional Hardware Bulletin in reply to a direct question 
by Secretary Sheets of the N. R. H. A. addressed to 
Mr. Otterson, the President of the Winchester Com- 
pany. As Mr. Otterson states in that reply, the fact 
that Mr. Liggett has been made a director of the Win- 
chester Company to get the benefit of his experience 
along certain lines, has given rise to the rumors of the 
connection of the Winchester Company with the above 
mentioned companies. 


Ninety-nine per cent of the Winchester dealers are 
satisfied with the Winchester Plan, and public criticisms 
of interested jobbers such as Mr. Simmons only con- 
firm them in the belief that it is a good thing for the 
retailer, and the opposition of the jobber is looked upon 
as perfectly natural when viewed from their standpoint. 

As it is not the policy of the Winchester Company 
to answer public criticisms directed against them, I 
trust you will publish this statement in justice to all 


concerned. Very respectfully, 


THOs. J. KNIGHT, 
Sec.-Treas. Ky. Winchester Club. 





Ashtabula, Ohio, Jan. 28, 1920. 


HARDWARE AGE, New York City. 

Gentlemen: We are more than interested in the 
articles which you have written in your paper regarding 
the Winchester plan of chain stores. 

We find that it seems to make considerable difference 
whose foot is pinched. Practically every hardware 
dealer knows that jobbers do not maintain the same 
price to every dealer to whom they sell. It is a well 
known fact that every dealer in one town does not pay 
the same price for the goods that he buys. Just why it 
should make so much difference when the Winchester 
came out with a plan which does this openly we cannot 
see. 

The jobbers, of course, are very much interested in 
the “90 per cent” who are being “injured” by the Win- 
chester Plan. If for no other reason the plan is a good 
one because it shows how benevolent the jobber really 
is and how much he has the welfare of the retailer at 
heart. This is something which the retailer has at 
times been prone to overlook. As long as the “90 per 
cent” are still allowed to make the same profit which 
they have always made on Winchester products and the 
jobber himself is allowed his same profit we cannot see 
any reason why either should be very much wronged 
with this plan. 

The special price and exclusive agency plan is nothing 
new. This application of it seems to hurt more because 
it is on a well established line that has been marketed 
under a different plan, but which sees the benefit of 
giving the dealer a chance to profit on the business 
which he may build up. The plan looks sound to us 
and we cannot see any reason why the Winchester Com- 
pany should not be successful in carrying it out. 

Yours truly, 
THE MITCHELL HARDWARE Co. 
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HINGES opened the way 
to PROGRESS 
Th, tial : : . 


VICKAINNEY 
Hinges and Butts 








Th’s is the third advertise- 
ment in the big McKinney 
campaign. It appearsin the 
March 6th issue of The 
Saturday Evening Post and 
the March 20th issue of The 
Literary Digest. In these 
two powerful publications it 
will carry the story of Mc- 
Kinney Hinges and Butts to 
more than 3,000,000 read- 
ers and prospective custom- 
Mick ers. At the same time other 
full page advertisements are 
appearing in Architectural 
and Builders’ Magazines. 
i Burt All these advertisements 

Vhey are planned to impress the 
name ‘‘McKinney’’ upon the 
minds of hinge users. You 
can make these advertise- 
ments work for you. Talk 


icK McKinney! 























This huge advertising campaign is giving 
the name McKinney greater prestige. More 
and more this mark of a standard prod- 
uct, by which other hinges and butts 
are judged, is becoming better known. 
You, as a dealer, should profit by this 
advertising. 











McKINNEY MANUFACTURING CO., Pittsburgh. 


Export Representation. 


Hinges and Butts 


That name McK inney— 


McKinney Products have set a standard in 
the past. McKinney advertising is im- 
pressing the worth of this standard on your 
customers. Make your store McKinney 
Headquarters in your locality. Be sure 
your customers know you handle the Mc- 


Kinney line! 


WESTERN OFFICE, State-Lake Bldg., Chicago. 


Also manufacturers of C INN | ) 
McKinney garage and 


farm building door- 
hardware, furniture 
hardware and McKin- 
ney One-Man Trucks. 





— 






















Products Being Placed on the Market by Hardware Manufacturers 


‘‘Standard’’ Electric Range 


We show herewith an illustration 
of the “Standard Cabinet Model 
Range” manufactured by the Stand- 
ard Electric Stove Company, Toledo, 
Ohio. The cabinet type oven with full 
glass front in door is for visible cook- 
ing and is a distinguishing feature of 
this model. One cooking compartment 
operates in the fireless way with im- 
prisoned heat. There are three hot- 
plates for open cooking and an auto- 
matic clock regulator. All utensils 
used are aluminum. There is a three 
heat control and a switch for all 
heaters. 

The construction consists of the fol- 
lowing: Heat retaining aluminum 
cookers, automatic clock regulator— 
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“Standard” Electric Range 


optional use, open coil or enclosed type 
hotplates, aluminum heat retaining 
oven. 

Other points claimed for these 
ranges by the manufacturers are: 
Standard type electric range hotplates 
are cast iron, polished on upper side 
8% in. in diameter. The resister is 
shaped and cut to the number of watts 
desired—measured by a watt meter. 
Measuring the watts instead of the 
inches insures uniformity. The Ni- 
chrome resistance is then coiled and 
laid into a clay product, the charac- 
teristics of which are that it has the 
highest possible heat conductivity and 
is a positive non-conductor of elec- 
tricity. 

Like the porcelain clays, it can be 
baked to a glass finish, which is done 


in a furnace at a temperature of 1500 
degrees. The cement practically 
amalgamates with the polished iron 
hotplate in which it is baked, and 
when reversed, is the upper side of 
the disc on which you do your short 
time cooking quickly. 

Elements are made in this manner 
to operate on as low as 40 watts and 
as high as 3000 watts, on any voltage. 

Oven doors are cast iron, nickel 
plated, having a refrigerator lever 
catch. Each door is milled to fit the 
oven front neatly. 

In the door is a glass front (in sec- 
tions) for two reasons. First, it is 
claimed for convenience, and second 
for economy of operation. The full 
glass front permits the operator to 
watch all baking without opening the 
door. The trouble with the closed 
door is that the user will be continual- 
ly opening it to watch her baking, and 
the loss of escaping heat it is esti- 
mated amounts to 15 degrees in 15 
seconds. A heavy sheet cover is 
placed over the lower burner to reflect 
the heat to the sides of the oven. So 
placed the glass in the door will heat 
evenly, and will not break. 

A dependable oven thermometer is 
fitted in the heat treated glass front 
of every Standard Range. 

Measurements are: Size of oven, 
inside, 11x14x19 in.; floor space, 24x 


57 in.; height, 61 in.; maximum de-* 


mand, 5700 watts. 


New Needle Point Ice Pick 


The G. A. Wood Works, 191 Main 
Street, Southington, Conn., has recent- 
ly placed on the market a new needle 
point ice pick which is claimed to be 
virtually indestructible. It has the 
special feature of having no ferrules 
or rivets to loosen. It has a hickory 
handle and one piece of special ice 
pick steel, which is sunk into the han- 
dle, as shown in the accompanying il- 
lustration. The blade is tempered 


and tested, the manufacturers claim, 
with special care. The handle is 
fluted, which adds to the general ap- 
pearance of the tool. 


New Model Horn 


The Talking Horn Company, Cen- 
tral Building, Middletown, N. Y., has 
recently placed on the market a new 
model warning signal. It is made of 
solid brass, nickel plated or black 
enameled, and is equipped with a 
bracket to fit any car. 

It can be placed on the side board, 
at the steering post or under the 
hood. This horn can be very easily 
and simply attached to the car. The 














New Model Horn 


manufacturers’ directions are as fol- 
lows: 

First, set the bracket and drill 
holes in the side board of the car so 
the screws fit tightly. If the side 
board is made of steel it is necessary 
to have holes tapped for machine 
screws. When the bracket is well 
fastened apply the horn on the flange 
of bracket and secure it firmly. 





New Ice Pick 
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Reading matter continued on page 116 
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THE CASEMENT WINDOW 
YOUR COMMUNITY WANTS— 


for the sun-parlor, sleeping porch, bungalow, sanitarium and other 
similar installations, operates on 









MULTIFOLD 
CASEMENT WINDOW | 


HARDWARE 





Sold in stock sets. Erecting de- 
tails furnished. 


Slides and folds sash horizontally. 
Windows operate smoothly, positive- 
ly and under perfect control. Close 
storm tight. Entire window may be 
thrown open, or one or more sash as 
desired. 





Sash open inside. Screens or storm 
windows applied outside. Windows 
easily cleaned. 


Send for handsomely illustrated 
pamphlet UC-2 containing descrip- 
tion and details. Sent to anyone in- 
terested, without obligation. 





stiours AURORA,ILLINOIS,U.S.A. xewvorx 
LOS ANGELES MINNEAPOLIS 


LONDON.ONT. SAN FRANCISCO 








PHILADELPHIA 




















The New Four Battery 
Tungar 


The General Electric Co., Schenec- 
tady, N. Y., has placed on the market 
a battery charger, designed to meet 
the needs of the automobile dealer, or 
garage, where it is desired to do a 
smal] amount of battery charging. 

As its name indicates, this new size 
is an intermediate between the big 10- 
battery Tungar for service stations 
and the small Tungar for home use. 

The “Four Battery” Tungar will 
charge from one to four three-cell 
batteries at a maximum rate of five 
amperes. The rate can be varied from 
three to five amperes. It operates 























New Four-Battery Tungar 


from a standard 115-volt; 60-cycle al- 
ternating current. 

The essential parts are a bulb for 
rectifying the current and a trans- 
former for reducing the voltage, both 
of which are contained in an attractive 
sheet metal case. An ammeter for 
reading the charging current and a 
dial switch are mounted on the front 
of the case. 

The device is very easily installed. 
Simply mount it on the wall with four 
screws and connect the leads to the 
AC supply. The operation is very 


simple. Connect the DC leads to the 
batteries. Turn the dial switch to the 
right until the ammeter reads the de- 
sired charging current. To stop charg- 
ing, turn the switch back. 

There are no moving parts in the 
Tungar, and it requires no oil or 
grease. 

It has been approved by the Fire 
Underwriters and can safely be oper- 
ated overnight without attention. If 
the alternating current supply fails, 
the batteries cannot discharge back 
through the rectifier. When the cur- 
rent comes on again, the Tungar will 
commence charging automatically at 
the same rate as before. 


Two New Tires 

The Owen Cord Non-Skid is a big 
tire with a big tread, which con- 
tributes greatly to resiliency, speed, 
economy, endurance, as well as safety 
and comfort. Almost impenetrable 
strength of construction is secured 
and guaranteed by thousands of 
sturdy cords built into the rugged 
carcass, resulting in a product of firm 
endurance. ' 

One special point of note is the side 
wall, which is exceptionally thick and 
which is claimed by the manufacturer 
to contain a greater amount of rubber 
than in the side wall of other tires. 
The purpose of this is to prevent 
blow-outs where they are most likely 
to occur. 

The Owen Cord Ribbed Tire is 
claimed to give the best results in 
front. A glance at the ribbed tread 
will help to explain why ease of steer- 
ing is facilitated, owing to the narrow 
ground contact. The basic tire struc- 
ture is of the same quality as in the 
Owen Cord Non-Skid. The extra 
thick side wall in this tire also pre- 
vents undue blow-outs so often occa- 
sioned by wearing away of side walls 
of tires. They are built as buttresses 
of rubber that brace the tread and 
give additional strength. A heavy 
skim coat of pure rubber between each 
of the plies gives to Owen Cords fric- 
tionless strength of durability. 
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Reading matter continued¥on page 118 


Owen Tires are made by hand at 
3edford, Ohio. 


De Luxe Model Boyce 
Moto- Meter 


At the recent New York Automobile 
Show held at the Grand Central 
Palace, The Moto-Meter Company, 
Inc., Long Island City, N. Y., dis- 
played at their exhibit a new model 
“Boyce Moto-Meter” known as the 
De Luxe Model. 

This model is all that the name 
implies, having been designed for the 
highest grade passenger cars. The 
temperature tube is one-half inch in 
diameter having a broad column of 
red liquid readable at a great dis- 




















= 





tance. The case is silver plated and 
the finish ofthe entire instrument is 
of the very highest quality of work- 
manship. It is literally a “De Luxe” 
instrument. 

Size, 3% x5% in. Weight (packed 


in carton) 20 ounces. 











HARDWARE AGE 


March 18, 1920 
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Quick Profits 


For the 





|HardwareMan 


‘ARDWARE dealers everywhere are cash- 

ing in on the big demand for “Little Sioux” Tool 

Sets for Fords. The ease of operation and success 

Ford owners have with them in grinding, reseating and 

refacing their own valves has made them boosters and 

caused sales without number. Every one sold helps 
sell another. 


“Little Sioux” Tool Sets for Fords Are 
Making Good Everywhere 


Owners of Ford cars are getting rid of the ruinous car- 
bon knocks and getting better service out of their en- 
gines than ever before by using the “Little Sioux” Tool 
Sets for Fords. They are saving gas and garage bills 
—and their motors are running swiftly, smoothly, 
silently. The simple directions enable them to do as 
good work as veteran garagemen and they save the cost 
of the set on the first job. 


Read What Users Say 


Claus Johnson, Atwater, Minnesota, says, “It don’t 
take long to get a Ford engine in order with a ‘Little 
Sioux.’” He says “it works like magic.” L. Hunt, 
Halifax, Nova Scotia, Canada, says, “I’m greatly pleased 
with my ‘Little Sioux’ and the instruction book is very 
plain.” J. W. Berry, of Sioux City, Iowa, says, “I am 
surprised how much better my car runs after having 
reseated, refaced and ground the valves.”’ He says he 
wouldn’t sell his “Little Sioux” Tool Set for any price 
if he could not get another. 


Get Busy! Good Profits Await You 


Every owner of a Ford car is a real prospect. 
mate the number of Fords in your 
your profits. Now is the season 
when Ford owners get their cars 
tuned up for Spring and Summer. 
RIGHT NOW is your time to 
gather a bountiful harvest of profits. 


SEND COUPON TO-DAY 


Act quickly! Order a half dozen sets Now 
Clip and mail coupon today—or write for 
further particulars. 


Just esti- 
locality and figure 


List $723 


Price 


Please send me 
and instruction books. 
of sets wanted.) 
Nan 


Albertson and Company 


MANUFACTURERS AND PATENTEES 
158 Jennings St., Sioux City, lowa 


Town 


My Jobber’s Name i 


ALBERTSON & COMPANY 
158 Jennings Street, Sioux City, lowa. 


..complete sets 





HARDWARE 


We Sell 
“Little 
Sioux” 
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Notes of the Retail Hardware Trade 


CoRCORAN, CAL.—The F. G. Cross Hardware Company has 
been organized and its capital stock increased to $100,000. 


MINERAL, ILL.—The hardware stock of J. G. Laird has 
been sold to R. J. Reider. 

Le Mars, lowa.—The Sieverding Hardware Company has 
succeeded to the business of the Haas-Kistle Hardware 
Company. 


PULASKI, Iowa.—J. E. Matthews is purchaser of the 
hardware business of E. T. Saunders. 

PirTsFIELD, Mass.—Henry C. Pratt has purchased an in- 
terest in the Berkshire Hardware Company. 

WesTBoRO, Mass.—Everett I. Swan is purchaser of the 
hardware business of George Frazer. 

ARLINGTON, MINN.—Thomes Bros. have taken over the 
hardware stock and business of Nicholas Thomes. 

CoTTONWoop, MINN.—H. L. Oftedal, purchaser of the 
stock and fixtures of the Cottonwood Hardware Company, 
requests catalogs on automobile accessories, baseball goods, 
bathroom fixtures, belting and packing, buggy whips, build- 
ers’ hardware, building paper, children’s vehicles, churns, 
crockery and glass, cutlery, dog collars, electrical house- 
hold specialties, fishing tackle, furnaces, galvanized and tin 
sheets, hammoc ks and tents, he rating stoves, heavy hardware, 
home barbers’ supplies, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, plumbing department, 
poultry supplies, prepared roofing, pumps, ranges and cook 
stoves, refrigerators, sewing machines, shelf hardware, sil- 
verware, sporting goods, tin shop and ’washing machines. 

IVANHOE, MINN.—C. Larsen has bought the Nelson hard- 
ware stock. 

Sacinaw, MicH.—The McGee-Finlay Hardware Company 
has opened a hardware store here, and will conduct a whole- 
sale and retail business in mechanics’ tools, sporting goods 
and cutlery, on which catalogs are requested. Mr. McGee 
was formerly connected with the Lufkin Rule Company of 
Saginaw as sales manager, and Mr. Finlay has for several 
years represented the same concern on the road. 


LAKEFIELD, MINN—E. A. Gage has sold his implement 
stock to H, L. Rasmussen. 

LITCHFIELD, MINN.—D. B. Johns and G. E. Lofan have 
retired from the firm of Johns Bros. Company. Their in- 
terests have been taken over by G. L. Horton, J. W. Eberts 
and Oscar W. Ringdahl. W. H. Johns still retains his 
interest and remains in charge. Catalogs requested on 
baseball goods, bathroom fixtures, belting and packing, 
bicycles, buggy whips, builders’ hardware, building paper, 
cutlery, dog collars, electrical household specialties, fish- 
ing tackle, furnaces, galvanized and tin sheets, hammocks 
and tents, heating stoves, linoleum, mechanics’ tools, paints, 
oils, varnishes and glass, plumbing department, poultry 
supplies, prepared roofing, pumps, ranges and cook stoves, 
refrigerators, sewing machines, shelf hardware, silverware, 
sporting goods, tin shop and washing machines. 

ROCKVILLE, MINN.—The Rockville Lumber Company is 
purchaser of the J. Mertes stock. Catalogs requested on 
a line of farm implements, machinery and tools. 

SLEEPY EYE, MINN.—A. A. Seidl has purchased a half 
interest in Leitschuh hardware store. The new firm name 
will be the Leitschuh-Seidl Hardware Company, and cata- 
logs are requested on poultry supplies, ete. 

MADELIA, MINN.—L. H. Eager has purchased an interest 
in the Parr hardware store. Parr & Eager is the new 
firm name. 

WARRENSBURG, Mo.—I. D. Garner & Son have disposed 
of their stock to the Flanery Hardware Company, which 
requests catalogs on automobile accessories. 

MissouLA, Mont.—The Deschamps Implement Company, 
established over 30 years ago, has been incorporated by 
Gaspard Deschamps, Sr., as president; A. R. Deschamps, 
first vice-president; U. W. Deschamps, second vice-presi- 
dent; E. J. Seguin, secretary and treasurer, and J. T. 
Burkhart, general manager. The concern does both a 
wholesale and retail business. 

Davip City, NEB.—The Ammon Hardware Company stock 
is now owned by O. E. Davis. 

KENNARD, ~B.—L. F. Ward & Sons have sold their 
stock to E. O. Fairchild. The new owner ‘Fequests catalogs 


on the following lines: Bathroom fixtures, bicycles, build- 
ers’ hardware, churns, cream separators, crockery and glass, 
cutlery, dairy supplies, dog collars, electrical household 
specialties, fishing tackle, furnaces, furniture department, 
galvanized and tin sheets, gasoline engines, hammocks and 
tents, heating stoves, heavy hardware, home barbers’ sup- 
plies, iron beds, kitchen cabinets, kitchen housefurnishings, 

lubricating oils, mechanics’ tools, plumbing department, 
poultry supplies, prepared roofing, pumps, ranges and cook 
stoves, refrigerators, shelf hardware, silverware, sporting 
goods, tin shop and washing machines. 


Canpbo, N. D.—H. F. Goldammer is purchaser of the 
Bacon Brothers implement stock. 

FULLERTON, N. D.—W. H. Church is the new owner of 
the E. S. Thomas hardware store. 


St. Tuomas, N. D.—W. J. Gust and W. J. Landt have 
bought the stock of Giese & Noonan. Gust & Landt is the 
new firm name. 


BEVERLY, OH1I0.—The Muskingum Valley Hardware Com- 
pny has increased its capital stock from $25,000 to $40,000. 

Catalogs requested. 

BRYAN, OH1I0.—The Bryan Hardware & Implement Com- 
pany has been incorporated with a capital stock of $35,000, 
The incorporators are Emery Bowman, Harry W. Gardner, 
Bessie M. Gardner and Alice K. Gardner. A stock of belt- 
ing and packing, heavy farm implements and wagons and 
buggies will be carried. 

Convoy, OH10.—The Britenburg-Herl Hardware Company 
has been dissolved. Britenburg & Snyder, its successor, 
requests catalogs on a general line of hardware, stoves, etc. 


Newark, On10.—G. A. Flory has purchased an interest 
in the Crane-Krieg Hardware Company. 

HENRYETTA, OKLA.—The McNabb Hardware Company has 
disposed of its stock to Bailey Bros. Hardware Company. 
The new concern requests catalogs on the following lines: 
Baseball goods, bathroom fixtures, bicycles, buggy whips, 
builders’ hardware, building paper, children’s vehicles, 
churns, cream separators, crockery and glass, cutlery, dairy 
supplies, dog collars, electrical household specialties, fishing 
tackle, furnaces, gasoline engines, hammocks and tents, har- 
ness, heating stoves, heavy farm implements, heavy hard- 
ware, kitchen housefurnishings, lubricating oils, mechanics’ 
tools, paints, oils, varnishes, poultry supplies, prepared 
roofing, pumps, ranges and cook stoves, refrigerators, sew- 
ing machines, shelf hardware, silverware, sporting goods, 
toys, games, wagons, buggies ‘and washing machines. 

MANGUM, OKLA.—The Hamilton Hardware Company, 
also operating a branch store at Wellington, Texas, con- 
templates adding a line of furniture and housefurnishings, 
on ,which catalogs are requested. 

WALTERS, OKLA.—The Neel Way Hardware Company has 
been incorporated to deal in automobile accessories, bicycles, 
builders’ hardware, children’s vehicles, churns, cream sep- 
arators, crockery and glass, cutlery, dog collars, fishing 
tackle, furniture department, galvanized and tin sheets, 
gasoline engines, hammocks and tents, harness, heating 
stoves, heavy farm implements, heavy hardware, iron beds, 
kitchen cabinets, kitchen housefurnishings, linoleum, lubri- 
cating oils, paints, oils, varnishes and glass, ranges and 
cook stoves, refrigerators, sewing machines, shelf hardware, 
silverware, tin shop, toys, games, wagons, buggies and 
washing machines. The capital stock is $30,000 and How- 
ard S. Way, Alfred C. Neel, Olive N. Neel and O. N. Way 
are the incorporators. Catalogs requested on a line of 
furniture. 


BAKER, t—The Basche-Sage Hardware Company, 
wholesalers and retailers, owing to a large increase in busi- 
ness, will enlarge their quarters, giving them 7500 sq. ft. 
of warehouse space and 2500 sq. ft. for show room pur- 
poses. The concern requests catalogs and prices on all its 
lines. 

GRANTS PASss., ORE.—The Jewell Hardware Company has 
changed its name to the Valley Hardware Company. 

MERCER, PA.—W. T. McCoy has sold his interest in the 
firm of Crill & McCoy to L. H. Crill & Son. 

CHESTER, S. C.—The Chester Hardware Company is en- 


larging its floor space and facilities for displaying farm 
machinery. A wholesale and retail business is conducted. 
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